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FREEMAN SALES 


0% Le 


Industry 28% Down 











Cee eee. 


It's a fact. Freeman sales for 
the first quarter of 1938 beat 
those for the same period 
last year by a good 10%. 
On the other hand, it is esti- 
mated that the industry as 
a whole is down 28% from 
the 1937 level. 
We think we've been lucky 
—but we also believe that : 
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HOUT ano Swe WELCOME 


> Of THE hade 


LET'S have less grousing about 
the effect of taxation on business, 
but at the same time let’s fight 
against the addition of new and 
needless taxes—if you get what I 





mean. It is obvious to anyone that 
there have got to be taxes to pay 
for all this modernity, but not one 
cent more for the frills proposed 
by politicians. 

If business blues are due to the 
burden of taxation, as many a man 
is saying, let’s take a look at the 
tax burden of the Englishman. May 
we put it in a paragraph: 

Do you know that on April 26, 
the standard rate of income tax 
in Great Britain was raised from 
25 per cent to 2714 per cent? The 
new figure lifted the basic rate to 
5 shillings 6 pence in the £—the 
highest ever known in Britain, ex- 
cept for the war-time rate of 6 
shillings. Taxes have been in- 
creased to 9 pence a gallon on 
gasoline, equivalent to our 18 cenis. 
The tax on tea 2 pence on every 
pound. Taxes direct and indirect 
multiply on the tight little Isle. 
But do the business men grouse? 
Yes they do! But after grousing, 


» 


they put the load on their back 
and with dogged determination and 
dauntless courage go out into the 
business world to buy and sell de- 
spite the taxation. 


* * * 


C. W. VANCE of the Vance Shoe 
Company in Gadsden, Alabama, 
says: 

“Your editorial in the issue of 
April 16 should be interesting to 
every retailer and factory selling 


the higher grade footwear. Just at 
the time I was reading your article, 
one of the salesmen called my at- 
tention to the fact that a store just 
up the street had the same pattern 
for $3.99 that we had for $8.00 
and it is one of the best selling 
patterns of the season. 

“This situation is, no doubt, very 
discouraging to the one who de- 
signs these shoes and I know it is 
to the retailer and factories who 
are making and selling the better 
types of footwear. Some means 
should be worked out to stop this 
practice if the better grade style 
shoes are to continue to be sold. 

“If you will stand around the 
windows of a high-grade store to- 
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day and listen to the comments of 
the trade, it will not take you long 
to learn that the public believes 
you are robbing them when thcy 
see shoes in your window priced 
at $8.00 and $10.00 and the same 
pattern in some other window 
marked from $2.98 to $4.98. We 
can be assured that the place sell- 
ing the pattern that has been copied 
is not going to tell the public that 
the $8.00 and $10.00 shoes are of 
a much better quality. 

“This is a very serious question 
today and something will have to 
be done about it sooner or later. 
But just what can be done, we do 
not know, unless it can be taken 
care of in a fair trade bill we hear 
so much talk of today.” 





FIRST prize for the most patient 
of customers goes to Dan Fulker- 
son of Palm Grove, Iowa, who 
waited for four years to get a pair 
of shoes he says he ordered, and 
still not discouraged gave the Mod- 
ern Orthopedic Shoe Shop, Des 
Moines, from July 30 until after 
election to send the shoes. R. M. 
Janda, manager of the store, says 



































































he has no record of such an order 
ever being received. The letter 
reads: 

“Dear Sir: What in hell is the 
matter with your shoe busniz. i 
order 1 pair of your shoes in 1932 
and i have not herd from them yet. 
i think you have had plenty of time 
to write me by this time 

“i will wait until the election this 
faul by that time i think you should 
write me. Must i sit here and write 
you letters for my busniz. My 
uncle once bot a pair of your shoes 
they came the day we had to bury 
him. We waited as long as we cud. 
Should i need a pair of shoes in the 
meantime what should i do. You 
think i shudd wait, but i kno dam 
well i cant. Now please write me at 
once and let me kno when i will 
hear from you. 

“i like your shoes but i dont like 
you the way you do busniz 

yours truly 
R-1 Dan Fulkerson” 








S6WVHAT 10c to 40c Can Buy,” 
says Weekly Bulletin of Leather and 
Shoe News, Boston, Mass.: 

“Dividing the various types of 
leather available for prompt to 
reasonably prompt shipments into 
price classifications, this is about 
what buyers can find between 10c 
and 40c. 

“10c to 15c—practically all splits 
for outside purposes, suedes, prints, 
etc. Much side leather in white, 
black and colors in rejects, No. 3’s 
and lots without exact description. 
Some patent. Kid for linings, bar- 
gains in black and colors. 

“15c to 20c—the best grades of 
suede splits, light and heavy. Prac- 
tically the entire side leather group 
that is not found below 15c. Calf 
in women’s weights, mostly black 
stuffed and some suede. Patent in 
quantity. Best end of lining kid, 
much black, colors, some suedes. 

“20c to 30c—The best end of side 
leather, specialties, with top notch 











—From Los Angeles comes this one: 


—''Said the Banana — ‘Every 
time | leave the bunch, | get 
skinned.’ " 


—Which emphasizes the value of 
cooperation. 

—The whole wide world is in a sorry 
mess because the leaders, diplo- 
mats, politicians of different na- 
tions can’t get together. 

—This country of ours is in a mess 
because the Administration, Indus- 
try and Labor can’t get together. 

—If shoe merchants in every locality 
would adopt the slogan "In Union 
There Is Strength," and then pro- 
ceed to cut out all the bad prac- 
tices which are raising havoc with 
retail merchandising, it wouldn't 
be long before our industry would 
be riding high, wide and hand- 
some. 

—There's a whole lot in this sitting- 
around-the-table and getting-to- 
gether philosophy. 

—lt's the difference between order 
and chaos. 


Zot 6 Tee 


President 
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kip sides in the lower 20’s. The 
bulk of productions of black and 
colored calf for women’s shoes. A 
large part of the black calf output 
for men’s shoes and many grades 
and weights in colors. Kid, glazed, 
grains and suede, choice patent 
sides. 

“30c to 40c—What is left of calf 
for women’s shoes. Calf for men’s 
in top grades black and colors. 
Plenty of suede calf and choicer 
glazed kid. 

“Above 40c one finds the cream 
of colored calf, of kid, genuine 
buck, cordovan, patent kid, pigs, 
ete.” 





@UR favorite philosopher, Henry 
Ford, following his luncheon with 
the President, said: 

“If finance would get out of 
government and government would 
get out of business, everything 
would go again.” With regard to 
the “annual wage,” which Presi- 
dent Roosevelt has persistently 
urged, Mr. Ford said: 

“You can’t have an annual wage 
until you have an annual business. 
An annual wage will always tend 
to a minimum rather than a maxi- 
mum. The obvious thing to work 
for is higher wages and the widest 
distribution of goods. The only 
way to get wider distribution is to 
get better values for lower prices. 

“If government will just get out 
of the way and give natural Amer- 
ican enterprise a free swing it 
will do the job.” 


* * * 


TIDE Magazine says: 

“Mr. Bata, the shoe king of 
Czecho-Slovakia, is building a new 
factory 16 stories high, which is 








going to be the biggest concrete 
structure in Europe. Mr. Bata’s 
own office in this factory is going 
to establish some records too, in 
Europe and out of it. It is a big 
elevator Which moves up and down 
a shaft adjoining the offices of the 
department heads on each floor, so 
that when Mr. Bata wants to have 
a conference all he does is push a 
button and presto, the conference 
is on. We hope this new develop- 
ment in office construction stays in 
Czecho-Slovakia.” 


* * * 


HAARRY DAVIS, manager of the 
Walk-Over shoe department of God- 
chaux’, New Orleans, tells this 
one regarding his popular _air- 
conditioned shoe for men called 
“Rancho.” Some years ago when 
Walk-Over was doing pioneer work 
in ventilated footwear, an order was 
received from a general store in the 
hilly, ranch country of Wyoming. 
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Following up the shipment, it was 
learned that cowboys who rode into 
town Saturday nights had seen these 
shoes and bought them to wear after 
“saddle hours.” Their feet got hot 
in boots and the idea of air-cooled 
shoes was instantly appealing. The 
1938 edition of “Rancho” has a soft 
toe, smartly woven with leather 
strips, another cowboy influence, 
and is good for active sports or 
general wear. 





EBANKING your money in the 
toe of a shoe is an old sailor cus- 
tom. Along the waterfront, whea 
the ships come in, the shore-going 

sailor makes his first purchase a 
pair of shoes—before “doing the 
town.” In a blaze of generosity 
he usually says: “Keep the old 
shoes or give them to somebody 
who needs them. I’m rarin’ to go” 
—for he doesn’t want to carry a 
bundle outside. The inevitable cus- 
tom is for the clerk, when he takes 
the shoes to the back of' the store, 
to dig out the toe to see if there 
is any money there, and many a 
time his effort is rewarded by find- 
ing a few foreign or domestic bills 
wadded ‘up into the toe and long 
‘forgotten in the sprees of the sea. 

Now comes a merry tale that will 
start all the clerks, everywhere, on 
a treasure hunt once more. In To- 
ronto Mrs. Mabel M. Bowes dis- 
covered nearly $5,000 in an un- 
claimed Canadian National Express 
package which she bought recently 
for $1.00. The money was tucked 
in the toe of one of the hiking 
boots which she bought. A date on 
the parcel showed that it had been 
in the express office two years. 
Soon after the sale Mrs. Bowes tele- 
phoned the auction store where the 
sale was held. “My heavens,” she 
said to the manager, “do you know 
what was in that parcel? Money 
in the toes of the boots. It’s in rolls 
of bills.” The highest denomina- 
tion of bills was $1,000, she said. 


KKENNETH COLLINS, vice-presi- 
dent of Gimbel Brothers, Inc., at 
the Retail Advertising Course of the 
New York Times, said: 

“Successful retail advertising 
copy must be able to answer one 
of three questions. These questions 
are: ‘Will it bring volume?’ ‘Will 
it add prestige?’ or ‘Will it help 
build a price line?’ 

“If you cannot say ‘Yes’ to one 
of these three questions, the adver- 
tisement has no business being 
run.” 

Declaring that fundamentally the 
objective of retail advertising is 
constantly to project the personality 
of a store to the consuming public, 
he said that, accordingly, the first 
job of any retail advertising execu- 


tive is to evaluate what kind of a 
store he represents. “Very often 
such an evaluation, properly and 
clearly made, reveals a store that 
has a colorless personality. It re- 
veals a store that fulfills no unique 
function in the field of retailing. 
The best way to discover such a 
store is to ask this question aboul 
various establishments: ‘Which one 
would not be particularly missed if 
it closed its doors tomorrow?’ ” 

Too often, he said, owners of 
such stores blame the advertising, 
blame the newspapers, fire their 
advertising managers and do all 
sorts of irrational things rather 
than honestly examine their own 
stores to see if they measure up to 
the claims made for them. 
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"Try this one for size, Mr. Totter." 














MISS A BOAT? 

















HMere are the approximate sailing dates of some 
well-known boats which were missed by many of our 
best people in the retail shoe business. How many of 


them did you miss? 


sailed about Feb. 15, 1936 
Sept. 15, 1934 


The S.S. OpEN Tors 
The S.S. SANDALS . 


The S.S. CoLoniAL Pump... Nov. 1, 1926 
The S.S. GABARDINE ” Feb. 1, 1935 
The S.S. WaLtep Up Lasts (foundered) 

The S.S. Lonpon TAN . Feb. 1, 1936 
The S.S. Patent LEATHER Nov. 1, 1937 
The S.S. HuaRACHE Jan. 1, 1938 
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THOSE are just a few of the fast boats; there have 
been hundreds more. The point of this inquiry is: 
How many of these boats did YOU miss? 

Don’t start covering up. You don’t have to answer 
in writing! And nobody’s going to tabulate the score. 
All you have to do is hang your head every time we 
mention one of the boats you missed. Just hang your 
head, quietly, for 60 seconds in memory of the dollars 
in profits which you did not get by reason of not wak- 
ing up in time to grab off a ticket for the grand cruise 
on the high seasons. 

Take the S. S. LONDON TAN for an example. It 
was in the Spring of 1936 that that trim, streamlined 
craft slipped silently out of Guild Harbor bound on 
its tremendously profitable cruise—a cruise which isn’t 
even ended yet. 

Were you aboard? 

Or was that one of the boats you missed? It was 
the first and the best of the big Copper Fleet boats and 
the astute passengers aboard her made some mighty 
pretty profits. The shoe merchants who really paid 
down good-sized money for palatial cabin space aboard 
the S. S. LONDON TAN had a marvelously enviable 
voyage. Those who were sick financially regained 
their economic health; those who were lame in the 
inventory were cured over night; those who suffered 
from want of sales changed at once to sales a-plenty; 
those who had wounds in the bank account were well 
heeled in a trice. They received free word-of-mouth 
advertising, they regained friends by the hundreds; 
their stores became beehives of activity; and the world 
became for them a very rosy and pleasant place in 
which to live. 

Then came the mob—the followers-after. 

As soon as the news of the magnificent success of the 
voyage of the S. S. LONDON TAN swept the country. 


hundreds and thousands of other shoe merchants hur- 
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by MARSH LANTERMAN 


riedly chartered additional vessels to try to capture a 
share of the prosperity. The S. S. COCKNEY TAN, the 
ENGLISH TAN, the BRITISH TAN, the LUGGAGE 
TAN, the SUIT CASE TAN, the BRIEF CASE TAN, 
and all the lesser tan ships jammed their way out of 
Guild Harbor as quickly as they could be thrown to- 
gether. And even on these secondary vessels tickets 
were hard to get and the belated passengers were fight- 
ing for steerage space. 

But these boats which followed were secondary boats 
nevertheless. Even the good ones! And there were some 
good ones. They were not to be compared with that 
original copper colored vessel that blazed the way 
across the style horizon creating prestige, pleasure and 
profits for her far-visioned passengers. 

You say you missed that boat? 

A pity, sure! But you’re not.alone. There are plenty 
of head-hangers to keep you company. There were 
many more shoe merchants standing on the dock when 
the S. S. LONDON TAN sailed away than were lean- 
ing over the side of the ship waving hundred-dollar 
bills. 

That’s what made the boat a good one! Made it ex- 
clusive! That’s what makes ANY boat a good one. It’s 
the great number of merchants who MISS a boat that 
makes a boat worth getting aboard. It’s the lack of 
imagination in the great horde of ordinary merchants 
that allows the venturesome leaders to capitalize on a 
new idea. 

And there was another new idea being launched in 
the shape of another boat in that very same month, 
February, 1936. It was that bold, daring, air-condi- 
tioned, high-speed cutter, the S. S. OPEN TOES.. 

How about the S. S. OPEN TOES? Did you miss 
that boat? 








How Many Highly Profitable Style Boats Sailed Without You? 





Oh, sure! All the sailors were aboard the open-toed 
fleet after the original vessel had blazed the way. But 
were you among the smart boys who bought passage 
for the first voyage around the shoe horn and made a 
name for themselves as being first with the latest in 
footwear? 

Did you miss the boat? 

Well, caution is a virtue, especially among burglars. 
But ever to get there first you have to throw caution 
overboard (when the right time comes) and sail boldly 
into the sun. 

Of course the S. S. OPEN TOES wasn’t a boat that 
appealed to a sailor quickly, like the LONDON TAN. 
LONDON TAN was a sleek, graceful, streamlined, 
colorful thing; OPEN TOES was a strange, awkward 
brig, at the first sight, and she didn’t look like she’d 
even float through the night. 

Leather-beaten shoe-going men wagged their heads. 
“She’s had her prow took out entire!” they scoffed. 
“And now they’re takin’ a piece of her stern out, and 
half her riggin’s been tore away!” 

“She’s a ’morphadite schooner, fore and aft,” they 
said. 


KBUT when the S. S. OPEN TOES slid down the sluice- 
way into the water, with the advertising bands a-play- 
ing and the crowds of customers a-cheering, she was a 
picture that will be long remembered. Remembered 
especially by those shoe buyers who didn’t want any 
part in her launching! Remembered especially by those 
faint-hearted merchants who were not on her shining 
deck when she sailed out of Guild Harbor! Remem- 
bered particularly by those who were not aboard her 
watching the silver spray spraying silver and gold into 
their bank accounts! Remembered sorrowfully by 
those who missed the boat! And you? 

[TURN TO PAGE 39,. PLEASE] 








FIRST FLASHES 


@N Monday morning, May 2, at the Biltmore Hotel in 
New York, 26 members of the Shoe Fashion Guild 
opened their three-day showing of Fall shoes. Hun- 
dreds of retailers were in town from all parts of the 
country to look over these 26 lines and to do their 
preliminary Fall buying. 

In a large and varied assortment of beautiful shoes, 
certain trends are strongly marked. There is a definite 
feeling for a transition period for Summer and Fall 
shoes. The idea was launched last year with the appear- 
ance of the “softie” in a few lines. This year there is 
a general acceptance of the idea that, by late July, 
women want new shoes with a feeling of Fall, but low 
cut, light and cool for continuing warm weather. Some 
Guild manufacturers showed only this type on the 
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OF FOOTWEAR 


assumption that the retailer would buy these shoes first 
and would only be confused by having to look over too 
many other patterns. High-cut patterns will be shown 
later, and will then have a new look which will interest 
the retailer for his later selling season. 


During the past few months, much has been said 
about smooth leathers vs. suede. The Guild showed 
both. Although there was no scarcity of suede shoes, 
there was a noticeable increase in calf and kid. 

This season kidskin is being used in real style types 
and this has probably come about through the new 
ways of handling it—by pleating, tucking of several 
kinds, draping and other treatments which give it a 
new surface interest. 

One manufacturer expressed the opinion that smooth 
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leathers in staple colors should be combined with suede 
or grain surfaces if they are to have style interest. In 
high style promotional colors he liked an_ all-over 
smooth calf or kidskin shoe. 

Calf was seen in all types of shoes and was reported 
to have sold exceptionally well in tailored types with 
slightly lower heel (16/8). Patent trimmings were out- 
standing in the dressier suede shoes. Alligator was 
frequently seen as trimming on sport and casual types 
in reverse leathers. There seems to be an increasing 
use of leathers with surface interest, such as alligator, 
alligator lizard, crocodile, snake, and some pigskin, 
baby buffalo and boarded, crushed and grained leathers. 


THIS is a year for variety in patterns as well as in 
materials and surfaces. High cuts and low cuts both 
have their place, but the emphasis is decidedly on the 
lower lines. Even the shoe with the high front looks 
lower. It may be cut down at the sides or have a lower 
back line, or the front may be opened up with a ladder 
or lattice work. 

Elasticized leather was used in many lines as the 
ideal adjustment for high riding stepins. Sleeve gores 
showed continued popularity. A back gore was also 
seen. 

Oxfords were of two types, very much opened up 
ghillie patterns and “camisole” types. 

Pumps were mostly trimmed and very pretty with 
little bows, flat or flared, buckles and asymmetric treat- 
ments. 

Cross straps and bandage effects seemed to be some- 
what on the wane. 

For casual and sport shoes the “softie, 
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mudguard” 


FASHIONS FOR 


and peasant types have become classics. The “mud- 
guard” was seen also in dressier patterns. 

To the wedge—the big excitement of last January— 
has now been added a half-wedge which is built to give 
a more graceful line at the arch. One manufacturer is 
planning other developments for later on. 


MUCH more important just now than the wedge, is 
the “platform” sole which was seen in every kind of 
pattern from walking to evening shoes. One manufac- 
turer considered the tailored version the most impor- 
tant, and expects 10 per cent of all his Fall tailored 
patterns to have “platform” soles. Those who have 
tried, say it is perfectly comfortable for dancing. As a 
walking shoe it has the advantage of offering a real 


cushion (anywhere from 14 to 1% inch) for the foot. 
To meet consumer demand most of the manufacturers of 
this type are working for greater flexibility in the soles. 
It has a better chance of staying in the higher grade 
shoes because it is a more difficult shoe than the wedge 
to make. There is also a half-platform sole confined to 
the vamp of the shoe. 

One reason for the popularity of the “platform” sole 
may be the new surface it offers for trimming, in bands 
of two or more colors or in contrasting leathers. 

Newest and most interesting in trimmings for all 
types of shoes were lacings and draw strings, some- 
times matching the shoe, sometimes in a single con- 
trasting color, and sometimes in multicolors. They were 
made of leather, grosgrain ribbon and cord. Thong 
lacings used as trimming and to open up an area of the 
shoe offered a newer form of ventilation than perfora- 
tions, although plenty of the latter were seen. 

A very delicate slashed treatment was a new sugges- 
tion for trimming a dressy shoe. On certain sturdy 
patterns, leather braiding was very effective. 


FEWER open toes were seen. One prominent retailer 
thinks that little will be done with them in early Fall 
selling because women will want a change from them, 
even if they go back to open toes later. Round and 
square toes were both seen. There were some square 
and many-sided heels. It is expected that volume heel 
heights in daytime shoes will be lower, 16/8 and 17/8’s. 
Walled lasts seemed to be on the increase, some in a 
modified form, for two reasons. They are comfortable 
and they give the foot the chubby look so much sought 
after. 


FALL 


Shoe Fashion Guild Show Is Prelude 
to a Season of Great Diversity in 
Materials, Lasts, Patterns and Styles 


In color, black certainly predominated, but there 
were more browns—from very dark to a golden or 
rust shade. Blue, wine and plum color were also seen 
in some very smart shoes. A good deal was said about 
touches of color on black and a number of very new- 
looking shoes were seen with color introduced in pip- 
ing, lacing or draw string. It is expected that women 
will match this little flash of color in the shoe with a 
handbag or other accessory or with the “bicolor” 
clothes being sponsored by several leading Paris dress- 
makers. 
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WHEELS WILL SOON HUM AGAIN. 


GEORGE F. JOHNSON 


PREDICTING an improvement in the business of the 
shoe factories and tanneries comprising the Endicott- 
Johnson Corporation “within a very short time,” 
George F. Johnson, chairman of the Board of Directors 
of the corporation, declared in a recent address to an 
audience that included many Endicott-Johnson workers 
at First Methodist Church, Endicott, that the present 
recession is merely “old-fashioned hard times,” and 
that debts, unwisely contracted, are among the chief 
causes of present difficulties. In a talk filled with the 
homely common sense philosophy that has made him 
such a beloved character in the E-J “shoe towns,” Mr. 
Johnson gave his views on many of the current ten- 
dencies in business, in government and in every-day 
living. 

“IT can say what I have to say in a very few words,” 
said Mr. Johnson, among other things, “and my chief 
aim and object is to make those few words THOR- 
OQUGHLY UNDERSTOOD. I don’t like to talk in front 
of a deaf and dumb asylum, nor a ‘deaf and dumb’ 
audience. I like the old-fashioned ‘Halleluiah Meth- 
odists.’ I like a word of applause. I like an ‘Amen’ 
once in a while. Then I begin to think that I am 
GETTING SOMEWHERE. I am getting through the 
‘hide,’ into the man or woman. 

“It is funny that the lesson this morning is just what 


I had in mind that I might offer you: A PROPHECY 
OF DEVELOPMENT AND GROWTH, IMPROVE. 
MENT AND BETTERMENT. And so I start right out 
with that very thought. 

“T recall in the very first early days of our efforts 
here to build a better community. I recall a meeting 
in what was then the Hotel Frederick. I recall we had 
a very few people here—a very small community. | 
recall, very distinctly, a young lawyer was called upon 
to make some remarks, and this was his offering: ‘In 
a very few years (he named how many, but I will not 
undertake to repeat that) we are going to have a city 
here.’ And then he retired to his law office, and I 
expect he made what he could in operating that law 
office. But he did not make a city. Did he have any- 
thing to do with the present development and growth 
of this community? He did not. He and his kind 
did not. The people that have built this community are 
‘God’s chosen people,’ the PLAIN, COMMON, EVERY- 
DAY WORKING PEOPLE. And I am looking to them 
for that great future that I see plainly now, will come 
to this community. 

“*Plain working people.” We don’t want a lot of 
rich men. We don’t want ONE ‘rich man,’ in the terms 
that they are generally understood today to be ‘rich’— 
with millions of money. We want ARMIES AND 
ARMIES of common, every-day, MIDDLE-OF-THE- 
ROAD citizens. We want little, small homes. I have 
a big one. I wish someone would take it off my hands. 
When I built that, I didn’t know half as much as | 
know today. 

“T have one faculty. My memory reaches back far- 
ther than yesterday. I can think of things that hap- 
pened 25, 50, 60 or 70 years ago, better than I can 
think of many things that happened yesterday. Do 
any of you old fellows have that sort of experience? 
Anyhow, I have it. I have a good memory, but it 
reaches back a long ways. 

“I remember when Abraham Lincoln. was assas- 
sinated. I remember the bells tolling. I remember the 
universal mourning. I remember going in to mother 
and finding her crying. I asked, ‘Is the world coming 
to an end?’ ‘No,’ she said, ‘but we have lost one of 
the best men this world ever had—Abraham Lincoln. 
He has been assassinated.’ 

“What does that mean?’ I asked. 

“Well, he is dead.’ So you see I have something of 
a memory. How long ago was that? Some fellow who 
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George F. Johnson Predicts 


Chairman of Endicott-Johnson Board looks for improvement “within a very 


short time.” Says word “depression” came from the “long-haired fellows who 


are trying to run this country and who don’t know how.” Present “recession” 


nothing more nor less than “old-fashioned hard times” and Mr. Johnson 


holds debt to be the primary cause. But he sees “better and happier days” 


in the offing and so he counsels patience and a kind and Christian spirit. 


knows—how long since Abraham Lincoln was assas- 
sinated by John Wilkes Booth? Seventy-two or seventy- 
three years. I must have been about 6 years old, and 
I remember it distinctly. Mother’s tears just broke me 
all up. We had lost our great President, of that day 
and time. 

“T remember all that, as if it were yesterday. But I 
can’t always remember what happened yesterday, un- 
less it was very important. If someone happened to 
come around and say I owed him $5, I probably would 
remember that. But I don’t owe $5, to anyone in this 
world, of real money. BUT I OWE THEM EVERY- 
THING IN GOOD WILL, KINDLINESS AND 
FRIENDSHIP. 

“I want to see this community grow into the kind 
of a community that I think it will grow into. I predict 
—now listen—I will be a small part of it when it 
happens, but I PREDICT 50,000 PEOPLE IN THIS 
CIRCLE OF LITTLE TOWNS HERE; and it is not 
so far way; say within 25 years. 

“TI predict growth for the I. B. M. (International 
Business Machines Corporation)—a wonderful insti- 
tution and industry. We ought to thank God that we 
have such a one. AND I PREDICT THE SAME 
GROWTH FOR OUR OWN SHOE FACTORIES AND 
TANNERIES, AND FOR THE SMALLER INDUS- 
TRIES. I see growth and development. 

“We own land, over the hill, almost down to Owego. 
| expect this land will some day be occupied by what 
I think is coming: ORDINARY, COMFORTABLE, 
BEAUTIFUL LITTLE HOMES, but with an acre or 
two—possibly five acres of land. I think, like Henry 
Ford—that day is coming. We will have to get out of 
the shops, because the shops are shortening their hours 
now, very rapidly. We must get out on the land—and 
not be satisfied with taking an automobile and going 
into the country, perhaps breaking our own and our 
families’ necks—‘having a good time.’ WE SHALL 
HAVE TO WORK, after the factories close. We must 
do something worth while. Many will agree with me 
on that. 


“George F.°° on Tax Exemption 


“I read in my paper this morning that they are 
going to stop this thing I have been fighting for 
25 years—this thing they are pleased to call exemp- 
tion. An army of office holders and rich men will 
be taxed on government bonds and state bonds. 
Just why, I ask you, should those bonds and those 
nice fat jobs of theirs exempt them from their fair 
share of the taxes that we all. have to pay? 

“I never had an exemption bond in my life. I 
don’t believe in them. I want to pay my way every- 
where I go. When I go down here to the fights, 
ball games or other affairs, they always offer me a 
free pass. I never used one in my life. I pay my 
fair share of the cost of government, and so do you.” 


“You have a little community across the river— 
Vestal. I remember when it wasn’t much bigger than 
the little town called Hooper. See what it is today. If 
you people in Endicott don’t look out, Vestal will 
‘catch you at it’ and ‘beat you to it.’ That is a growing 
community over there. They have a beautiful location 
for a town as large or larger than this. 

“Now let me tell you how you can do some of these 
things. You will have to do them; but I can tell you 
how. KEEP YOUR OVERHEAD DOWN. KEEP 
YOUR TAXES DOWN. You don’t need to double your 
policemen every time a dog chases a cat over the back 
fence. 

“We have a little town down here called West Endi- 
cott. How many policemen have we in West Endieott? 
Is there anyone from that neighborhood here? Hew 
many policemen have you? (Answer, “None.”) AND 
YOU DON’T NEED ANY. We must get along without 
that sort of thing. We must be fair, one with another. 
WE MUST HAVE MORE CHRIST IN OUR HEARTS. 

“And now may I say a word to you about these 
present days called originally, ‘DE-pression.’ How 
many of you ‘old-timers’ ever heard ‘Hard Times Come 
Again No More’? They tell us now, we are in a “RE- 
cession. I TELL YOU, IT IS OLD-FASHIONED 
‘HARD TIMES.’ We don’t call it ‘hard times’ any 
more. But is a hard-earned dollar worth any more 
because it was created in a period called ‘DE-pression’? 

[TURN TO PAGE 34, PLEASE] 
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UST a year from now, world conditions permitting, 
the New York World’s Fair will open its gates. And 
before that project is finished, 50 million people will 
have trooped through those portals. Between the 





Cammeyer’s Fifth Avenue Shoe Store dresses its win- 
dows to celebrate the Preview Parade of the New York 
World’s Fair. The perisphere and tylon in the center 


of the window are the o al Fair emblems.- 


IN 1939 
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A 
WORLD’S FAIR 
MARKET FOR 
COMFORTABLE 
SIGHTSEEING 
SHOES 





by 
RUTH HARRINGTON 


Promotion in shoes of colors spon- 
sored or inspired by the New York 
World’s Fair is already in full 
swing. 


TOP. Macy promotes its famous 
Rugby pattern in forty Flag Colors 
adopted from the flags of the na- 
tions which will fly over the Fair 
buildings. 


BOTTOM. Four colors—pink, aqua, 
yellow and wine—have been named 
for the “Aqualon” or glass columns 
inside which colored liquids of the 
Fair fountains will play. Arnold 
Constable sponsors the first three 
for a collection of Summer shoes. 





months of February and December, it is estimated that 
another 25,000,000 will have visited the Golden Gate 
International Exposition. So, from coast to coast, 1939 
gives promise of being a fair-conscious year. 

It all came home to New York, with the Preview 
Parade that launched the New York World’s Fair 
twelve months in advance of the official opening. And 
the country at large will soon see a preview on a 
smaller scale when the traveling Motorcade starts out 
on its coast to coast tour. 

Already promotional fashions are well under way. 
Forty million dollars’ worth of merchandise, to quote 
some more large, round numbers, will make use of 
fair motifs and ideas. In the preview displays, shoes 
swing into line with the flag colors of the nations 
promoted in a variety of leathers, and the “Aqualon” 
colors of the Fair Ground fountains featured in pig- 
skin. 

But, from the shoe angle, the most important point 
about this great Exposition of 1939, is the thought of 
how those hundred million feet will hurt if they aren’t 
properly shod! 

What the Chicago Fair did to dramatize the impor- 
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AND HERE RIGHT 


Shoes That Cau Take [t On Vaeation Tours 


A Need For More 


NOW 





tance of foot comfort, the New York World’s Fair will 
do again—and to twice the degree—not forgetting more 
millions who will walk more millions of miles at the 
San Francisco Fair. 

It’s not much too early to plan comfortable shoes that 
are smart shoes for World’s Fair trippers. And it’s not 
a moment too soon to give a thought to all the people, 
every day, who go on sightseeing trips all unprepared 
for the unusual foot strain such tripping entails. 

We speak feelingly because we have just come back 
from a sightseeing trip to the Williamsburg Restora- 
tion in Virginia. We took comfortable shoes—but not 
comfortable enough. After two days of it shooting 
pains from the impact of pavements drove us to gun- 
boat saddle oxfords—from the local college store. They 
didn’t look just right with the clothes we had—but they 
had to be! 

And that’s exactly what happens—time and time 
again, to women who go sightseeing. They just for- 
get that the shoes they are accustomed to wearing won't 
stand the gaff under those new conditions. It’s up to 
the retailers to remind them . . . and sell them the 
right shoes for these vacation trippings. 

Most of us depend so much on buses in the city, or 
cars in the country, that a real activity like this is 
really crippling. The feet cry out for wider, cooler, 


THE FOUR “MUSTS” in 
sightseeing shoes are wide 
lasts, lower heels, padded 
soles and ventilated uppers. 


LEFT TO RIGHT 
Mesh for ventilation, and 
sturdy sole and sensible heel 
for ease in walking, wre the 
appy vacation features of 
tue ghillie from Frank Bros. 
Coolness and comfort is 
achieved in this gabardine 
gore step-in, by opening up 
the vamp and cushioning the 
sole with a rubber filter. 
Gimbel Bros. 
Heavy but flexible sole and 
soft unlined upper of woven 
strippings make this an ideal 
Summer sightseeing shoe. 
Arnold Constable. 


When pavements are rough 
or hard or sizzling hot, wedge 
heels and platform soles in 
wide lasts offer a new type 
of comfort and protection in 
Shoes light in weight and 
modern in design. The wedge 
in mesh and pigskin from 
J. & J. Slater. Platform sole 
in reverse leather with smooth 
trim, from Lord @ Taylor. 


lower-heeled shoes and for soles thick enough to keep 
the pavements in their place. 

We thought it would be interesting to see what New 
York shoe merchants would propose for World’s Fair 
wear in particular, and sightseeing in general. So 
we went the rounds. We found that these stores were 
giving a lot more thought to promoting shoes to serve 
such a purpose. We looked especially for shoes that 
weren’t just country models—but could be worn with 
clothes of a town type. Much has been done—but much 
more could be done—with shoes that give padded, air- 
cooled comfort and still are appropriate for street 
clothes. 

Several retailers felt that the wedge or the lower 
heeled platform types were the perfect answer to the 
sightseer’s problem. These shoes, when they are well 
balanced, give the feeling of “walking on air.” They 
put a “balloon tire” feeling under the feet. And be- 
cause they are so new and so different, and can be 
styled so smartly, they have a definite fashion appeal. 

Every week some new advance is being made. A 
“half” wedge for instance, is being launched in new 
lines which merge the wedge of the heel into the shank, 
showing more air under the arch. There are now plat- 
form soles with lower heels that become practical 

[TURN TO PAGE 39, PLEASE] 
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THE Sado's ee... 


WE are in a strange and wonderful trade—one that 
almost seems to defy the economics of industry at 
large. We are able to do business day by day with a 
public that has less and less money as the country goes 
into its worst mid-Summer slump. People may not 
have money for the purchase of big items, but they 
certainly seem to have money for the movies, for gaso- 
line, for beauty parlor expenditures, for trick clothes 
and for the wildest collection of footgear that has ever 
hit America. 

Because “platform” and clog shoes are “in the public 
eye,” now appear heavy, wooden-soled shoes. The 
bottoms are of ash and the tops of a weight of leather 
approximating sole stock. Believe it or not, the best 
stores on Fifth Avenue seized the novelties and put 
them in the front of their windows and the first lot 
of 100 pairs was disposed of in a morning. And one 
frantic customer unable to get a pair instanter laid 
down a twenty-dollar bill and said: “I want a pair, 
no matter what they cost.” 

The dear, dumb, delightful, dizzy public has gone 
footwear crazy and make no mistake about it—it is a 
symbol of the wild and wonderful world we are living 
in. It is true the wooden-soled shoes might be used 
for garden wear, but when people who live in the con- 
crete and hard floors of a big city “go nuts” over that 
sort of footwear, it is an indication that “they will 
spend if you capture their imagination.” 

We have seen negroes in Harlem wearing race track 
silks in the form of jockey blouses. They are paying 
$12.00 per garment to capture the illusion of the race 
track. Over the air, Bing Crosby is being kidded for 
wearing a safari jacket and as a result all the lads go 
around with their shirt tails hanging out. You can 
sell men sandals, toe-less and heel-less, and there is no 
ridicule thereon. The ventilated shoe has swept the 
nation. The buyers who came to the Shoe Fashion 
Guild show may not have bought many pairs, but they 
certainly admired footwear with soles and a few straps 
and braids and what have you. “Tickle the eye”—and 
you have made a sale. 

It’s nice to have cream puffs, but a nation cannot 
live on that diet and the shoe stores of this country 
cannot operate on the sale of extras alone. Basically, 
the shoe is still a shoe despite all the funny work that 
is being done to make it a millinery item. It is well, 


Confidenee in White Is What You Make It 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


however, to brighten and refresh the eye so that the 
shoe stores are not passed up. That’s the primary func- 
tion of these gadgets and gimmicks and their tonic 
quality is not to be ignored. 

The next ten weeks should see the movement of mil- 
lions of pairs of white shoes onto the public’s feet. We 
must be sensible business men- and endeavor to keep 
a natural market, normal, if you get what I mean, in 
the need for the sale of whites. When the sun is high 
and when every man, woman and child should change 
their shoes, a white shoe is the major change of the 
year. 

Take a look at the straw hat business and see what 
happens when a nation of hat merchants has thrown 
away the need for a mid-season change in headgear. 
Felt hats and fancy hats don’t ring the cash register 
as it was rung in the glorious days when practically 
every man in America put on a straw hat by Decoration 
Day. The sun still shines and it can be hot every- 
where and the straw hat should have its natural sale, 
that is, providing the public hasn’t lost the habit of . 
wearing straw hats. 

We would like to see a national presentation 
of white shoes in complete windows—all white, 
sweetened if you will, with some of the strictly 
Summerish colored confections, but still basically 
white. We would like to see that window display 
in the peak selling week from May 21 to 28— 
National Sport Shoe Week—so that everyone, 
everywhere, might become white shoe conscious 
by the very explosion of white in windows. 

Remember, we are in a strange merchandising period 
where the peaks are few and far between and in those 
peak weeks you've got to sell and sell and sell. If the 
shoeman has confidence in his own stock and his own 
ability to sell the public a Summer shoe that is out- 
wardly and visibly Summerish and not a universal 
year-round wearable, then now is the time to demon- 
strate his confidence. 

A merchant sends us a quotation that rings timely 
and true: “One hundred million times every day 
—someone—somewhere—buys something on the 
[TURN TO PAGE 38, PLEASE] 
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THE first course for shoe retailers ever given by any 
state university in the United States was completed 
recently by the University of Wisconsin Extension 
Division in Milwaukee. 

This unique sixteen-lecture course was given at the 
request of S. J. Brouwer, pioneer Milwaukee shoe 
dealer, and conducted in cooperation with the Mil- 
waukee Shoe Retailers’ Association. 

This special “Survey Course on Footwear and Feet” 
was presented from 7.45 to 9.30 p. m. each Tuesday 
and Thursday evening for eight weeks. Informative 
in nature, it was not designed for the purpose of 
securing a diploma. The fee was ten dollars and the 
lecturers included experts in their respective fields, 
among them being four members of the University of 
Wisconsin faculty. 

The subject at the first two lectures was leather, with 
Dr. John Arthur Wilson, president, John Arthur Wil- 
son, Inc., manufacturing chemists, and author of 
several books on leather and tanning, as the speaker. 
The third lecture, on lasts, was conducted by A. E. 
Hector, a model maker with a shoe retailing back- 
ground, associated with Krentler Bros Co., Milwaukee. 

Textiles and compositions were discussed at the 
fourth meeting by Miss Gladys L. Meloche, extension 


One of the classes in the survey 
course on “Footwear and Feet” in 
session. Standing along the wall at 
the right, left to right, are T. H. 
Kuecker of the Nunn-Bush Shoe 
Store and Jack Wetzel of the Flor- 
sheim Shoe Shop, president and 
vice-president, respectively, of the 
Milwaukee Shoe Retailers’ Associa- 
tion; Dr. John A. Wilson, president 
of John Arthur Wilson, Inc., Mil 
waukee, and Stephen J. Brouwer, 
well known Milwaukee shoe retailer, 


instrumental in organizing this class. 


“ 
Series of Sixteen Lectures on Footwear and Feet Given by University of 


Wisconsin and Received with Much Interest by Shoe Men in Milwaukee. 
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First Course for Shoe Retailers Completed 





specialist in clothing, University of Wisconsin. This 
was followed by two lectures on shoe construction by 
Harry Hamilton of the United Shoe Machinery Co., 
Boston, Mass. 

One of the outstanding features of the course were 
seven lectures presented by Dr. Helen D. Denniston, 
department of physical education, University of Wis- 
consin, who devoted two evenings to anatomy and 
body mechanics, one to foot hygiene, two to foot de- 
fects and two to proper shoe fitting. 

Sales psychology was discussed at the third last 
meeting by Prof. Richard W. Husband, department of 
psychology, University of Wisconsin, and the last two 
meetings were conducted by Miss Ruth Kerr, stylist, 
Calf Tanners’ Council, New York City, who lectured 
on relating shoes to garments and shoe merchandising, 
respectively. 

The course sought to bring in information not avail- 
able in textbook form and, according to Mr. Brouwer, 
revealed a need for printed educational material and 
textbooks for study. 

“There was demonstrated during this course a de- 
mand for more information on some subjects which 
would require far more time than that allotted in this 

[TURN TO PAGE 49, PLEASE] 
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LYNN ROBERTS 


PATENT PENDING 


THE STAR WHITE CLEANER FOR 
BUCK, SUEDE AND FABRIC SHOES 








Show Your Customers How to Solve a Summer Problem 


The Hollywood Way! 


A few pats with the raised side of a Buck Buffer restores the original nap and brilliance ... then... 
you simply turn the convenient cleaner over and use the buffer to remove all excess powder. Each Buck 
Buffer is smartly packed in a dustproof rubber envelope to insure absolute cleanliness in a purse or 
traveling bag. 


MAKE THIS TEST. Send us your order for one dozen Buck Buffers (your 
cost is $1.50 per dozen), and if, after showing and suggesting them 
for one week, you’re not entirely satisfied we'll make an immediate 
refund. This offer expires May 1, 1938. 


Retails for 25c © Your cost, $1.50 per dozen. 


WIZARD COMPANY 


ST. LOUIS, MO. - WALSALL, ENG. 
Canadian Distributors: Canadian Specialties, Ltd., Hamilton, Ontario 
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SELL YOUR CUSTOMER-And 


Accurate Sizing-up of the Customer and Careful Catering to Her Indi- 


vidual Needs Form the Fundamental Basis of Good Will and Continued 


Patronage — Demonstrating “Use of the Shoe” Builds Extra Sales. 


TO me the most obvious thing in the business of sell- 
ing shoes at retail is that “How to Win Friends and 
Influence People” applies to my business as much, if 
not more than to any other. 

In shoe selling, one must “feel” the customer out, 
so to speak. After the truly friendly greeting—and no 
person in the world is ever fooled by a phoney stero- 
typed smile and greeting—permit the customer to start 
the conversation. Buying this pair of shoes is an im- 
portant event for this particular person. 

Before coming into the store, the kind, color and 
style was given some consideration by the customer. 
Therefore the first duty of the salesperson is to let the 
customer start the conversation. A good listener can 
always quickly discover the type of customer he is 
dealing with during this brief introductory talk. This 
knowledge alone is of material help, not only in this 
particular sale, but in cementing this patron’s friend- 
ship to the house. 

Concentration on this individual person’s shoe prob- 
lem and on the entire retail shoe business in general 
is of vital importance. In order to serve this customer 
and every other customer properly, a shoe fitter must 
“think, talk and eat shoes.” 

To do this requires concentration on this subject, so 
if one has been out late the night before; having 
troubles at home or experiencing financial worries, the 
best possible work on the fitting stool is not forth- 
coming. The store suffers, the customer suffers and 
the fitter loses out the most. It is possible for the store 
to get another customer and another shoe fitter. It is 
certain for the customer to find another place in which 
to have her footwear needs properly supplied. But 
when the shoe fitter is out for poor work on his part, 
he is apt to be out for a long, long time. 

To go back to the customer who has told of what 
she thinks will please her the most. The telling has 
placed her in most instances in an agreeable frame of 
mind, for she has found a sympathetic listener who 
evidently knows what will be suitable. 

The major part of the battle of establishing com- 
plete confidence is over when the customer receives the 
information that the store has just the shoe wanted and 


the salesman shows plenty of pep in getting the shoe. 

During the listening period, the shoe fitter has dis- 
covered that this patron believes fashion to be of para- 
mount importance, so the angle is to bring out the 
smartest shoe in the proper fit. Perhaps a complaint 
has been voiced relative to the difficulty in being fitted 
comfortably; that’s the cue to show something practical 
and comfortable. 

It is very seldom that a shoe will sell itself; if it did 
there would not be any need for experienced, trained 
shoe fitters. The angle now is to tell what the shoe will 
do for that individual person. You know the shoes are 
good, that they fit correctly, but the customer needs to 
be convinced, so shoe selling must be “romanced” from 
the very start. This does not mean the telling of fairy 
tales, but. telling what the shoe will do from the point 
of view of the customer. 

The fashioned minded person is not concerned about 
wear and construction so much as she is over the fash- 
ion-rightness of the shoe as it will affect her own ward- 
robe. She is not interested in being informed that thou- 
sands of women have bought this shoe; her problem is 
an intimate one, just how will this style fit in with her 
planned outfit. Only the absolutely right answers will 
satisfy this lady seated before the man on the fitting 
stool. 


ASSUMING that the customer has been satisfactorily 
served with the one shoe that was discussed-in the be- 
ginning of the sale. What’s next? Get her out before 
she changes her mind or cash in on the information 
already received? Something is always said relative 
to hobbies or personal likes that will have a bearing 
on the selling of the second pair. Perhaps the hobby 
is golf, riding, tennis or dancing. Possibly it is the 
taking of long walks in order to reduce. All of these 
activities require special shoes. Sell the customer on 
the idea and the shoe sells itself. The better one can 
romance the use of the shoe, the easier the custome: 
will say, “I'll take them.” 

This same thought can be applied to the person who 
often accompanies the prospective customer. Unles- 
that second person’s mind is centered on something 0! 
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YOU°’LL SELL 


YOUR SHOES 


By DANIEL L. BOONE 


Manager Walk-Over Shoe Department 
Sanger Bros., Dallas, Texas 


a personal nature that interests her solely, she is most 
likely to crab the sale. It is really surprising how many 
extra sales can be made by directing a “use of the 
shoe” sales promotion to the second person, whether 
that other one be a mother, daughter, friend or just an 
innocent bystander who is out to see that justice is 
being done. 

In talking with boys on the floor on servicing the 
trade, it is remarkable to discover that the great ma- 
jority of boys have this one dominant thought when 
they approach a customer, “Can I sell her?” A far 
more successful way of making customers is to con- 
sider, “How many pairs of shoes should this patron 
have in her wardrobe?” Considering the problem from 
the angle of the customers’ best interest and not from 
the purely selfish point of “What can I get out of it?” 
will sell far more pairs of shoes to an individual and 
make that person a genuine friend of the store and of 
the shoe fitter who served her so intelligently. 


_ Beating Old Man Slump 


In Four Scenes 
by Saul D. Cohn 


Time: The present. 
Piace: Any shoe store. 


Cuaracters: Ray Burnetr and Jim Jones, salesmen, 
and Miss Pustic, a customer. 


Scene 1: (The floor of the shoe store. Customers enter 
in a steady stream. All salesmen are busy. Ray Burnett 
waits on Miss Pustic for a pair of shoes.) 

Ray Burnett (smilingly): Now this pair fits you per- 
fectly. It’s just the type of shoe for your foot, and its low 
cut instep makes it appear as if it were made to order for 
you. (Puts on other shoe.) Now stand up and look into 
the mirror. Aren’t they comfortable? 

Miss Pustic (dubious but impressed by Mr. Burnett’s 
words, turns this way and that before the foot mirror) : 
Hmm . .. they feel very good. Of course, I’ve never worn 
this type of shoe before. It looks nice, too. You’re sure 
they'll be all right? 


Ray Burnett (soberly): Ill stake my reputation as 


DANIEL L. BOONE 


a shoe salesman that you'll be satisfied with the fit and 
wearing qualities of this shoe. 

(Manager walks by and frowns upon Ray Burnett be- 

hind customer’s back. Evidently believes salesman is 

wasting too much time on Miss Pustic. Ray Burnett 

Appears Not To NOTICE.) 

Miss Pustic (assured salesman is sincere): All right, 
Pll take them. 

Ray Burnett (taking card from his pocket): I appreci- 
ate your coming in to our store for your footwear. Here is 
my card. Next time you come here I would be very glad 
to serve you again. (With genial smile he leads Miss Pus- 
Lic to hosiery counter and with a few courteous words of 
thank you leaves her in charge of hosiery girl.) 

Scene 2: (Same store . . . same floor. Jim Jones, sales- 
man, waits on Miss Pustic, who plays two parts.) 

Jim Jones (anxiously surveying customers to be waited 
on): Now this is the best looking shoe we have in stock. 
It’s our fastest seller. 

Miss Pustic (frowns, sensing his inattention): But is 
that my right size? 

Jim Jones (slightly irritated as other salesman waits on 
four customers at once): Yes ma’am. It’s the same size as 
the shoe you wore in here. 

Miss Pustic (vaguely annoyed but badly in need of a 
pair of shoes): All right, I'll take them. 

Jim Jones: You'll like them. (Picks up shoes and leads 
Miss Pustic to hosiery counter, where with a hurried and 
mumbled thank you returns quickly to wait on other cus- 
tomers. ) 

Scene 3: (Same store several weeks later. Ray BuRNETT 
and Jim Jones talk together before store opens for busi- 
ness. ) 

Ray Burnett: Listen Jim, why don’t you get wise to 
yourself . . . why don’t you try to work up a call trade? 


[TURN TO PAGE 38, PLEASE] 
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Yeu be Sondaliged SANDALS FOR 


SUMMERTIME! 






© Tak shout sandale— it's all over town! And Hii 

‘Walk -Over's at the bottom of 1 smartest sandal- Hi \\ 
monger of them all. Gives you the latest breeze. 
wept styles to take the sir in. Peeking toes, 
perforations — everything open and abovrboard. 










727 NICOLLET 





BRETAIL shoe advertising, particu- 
larly in the South, begins to take on 
the aspect of Summer. Sport shoes, 
outdoor types and sandals appear in 
greater numbers. White shoes are al- 
ready selling in volume in retail cen- 
ters of the South and Southwest, and 
before the month is over they will 
be advertised and featured in the 
greatest profusion in window displays 
throughout the country. The same 
will be true of the almost endless va- 
riety of Summer play shoes, beach 
shoes and colorful novelties of va- 
rious kinds which have come to play 
such an important part in Summer 
business. 

Since Easter, open toes and open 
heels have been much in evidence and 
all indications point to the conclusion 
that they will enjoy a very extensive 
popularity everywhere this Summer. 
In a recent Los Angeles newspaper 
ad, I. Miller summarized the situation 
humorously under the caption “Open 
Toes versus Closed Toes.” Said the 
ad: “The smartest women in town 
were on the jury—eight voted for 
open toes—four for closed toes—and 
a Battle Royal was on. When sud- 
denly the wise judge said, ‘Ladies—- 
case dismissed—both sides win— 
shake hands—go home and buy your- 
selves a pair of each. Because both are 
smart, fashion-right and necessary for 
a complete shoe wardrobe.’ If the 
judge had been a lady he would have 
recommended I. Miller because of the 
unsurpassed selection of both closed 
and open toe shoes for every woman.” 

Marshall Field & Company of Chi- 
cago played up short vamps and 
round toes in an interesting ad ad- 
dressed to young moderns, and illus- 
trated five shoes in copper calf or 





In Line with the Trend Toward Open Shoe 


8. New Cut-Out Pump in 
new Itelien Ten call, 


D. New Step-In Pump of 
R er 





E. New Perforated Open- 
Toe Pump of Roseberry 
calf. 


\ hte \ es non 











Ads that look forward to Summer. In 
Minneapolis, far to the North, sandals are 
already the vogue, as seen from Walk-Over 
ad. In New Orleans, Summer selling is 
well under way, as the Keller Zander ad 
suggests, while Neiman-Marcus, Dallas, fea- 
tures “Tropic” accessory ensemble. 


Patterns, They Appear in Profusion in Early 
Warm Weather Shoe Ads, as Retailers Plan 













for a Season of Busy Summer Promotion 







black patent at $6.75. Three of these 
shoes had open toes, the remaining 
two were closed models. “Just when 
you want your feet to look their smart- 
est and just when clothes budgets are 
being strained,” said this ad, “we 
bring you our new collection of Young 
Moderns’ shoes. It’s filled with flat- 
tering little styles of every type . . 
short vamps and round young toes 
to make your feet look smaller . . 
at thoughtful prices to make your 
checkbook balance more encouraging. 
These are but a hint of what you'll 
find.” 

Featuring copper tan for accessories 
as well as for shoes, R. H. White & 
Co. of Boston devoted a good-sized 
ad to footwear, handbags, hosiery, 
gloves, millinery, belts and veiling, as 
well as necklaces and jewelry acces- 
sories. “Some folks call it one thing 
and some call it another,” said the 

[TURN TO PAGE 45, PLEASE] 
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e 3) 
SHOE AND BAG SENSATION Shopic 










Hanowoven strips ingeniously form @ pump 
with all the fitting qualities of a sandal. Cool, re- 
vealing:.". a shoe that moulds the foot in graceful 
lines. Bags to match exactly, 8.50. Shoes . . Neiman- 


Marcus Shoe Shop, First Floor 12.76 
Potent: Kid: 
Bise White with tan 
Black White with blue 
Brown All White 


NEIMANAARCLS 
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EASY TO STEP UP SALES when you offer your customers the “plus value” of Scuffless 
aes heels. Women quickly recognize that Scuffless “pyraHee.” 
plastic heel covering helps keep their shoes looking smort 

and new much longer. Take advantage of this strong selling 

point by asking your shoe manufacturer to use “PYRAHEEL” 

‘on your next order. Or write €. 1. DU PONT DE NEMOURS & 

CO., INC., Plastics Department, Arlington, N. J., for samples. 
















































Shoe Fashion 
CREATIONS 

DESERVE 
PROTECTION 


Shoe Fashion Guild Likened to P.A.LS. 
Guild of Paris Couturiers. Its Products 
Deserve the Same Protection Afforded 
Couturier Creations, According to Harry 
Rosenthal of Shoecraft. Why Retailers 
Should Take a Part in This Policy. 





SINCE the first of its semi-annual showings of fash- 
ions in fine quality footwear, the Shoe Fashion Guild 
of America has confined its activities strictly to 
“sample room” business, and pursued a policy of in- 
formality in its program, with only one social gather- 
ing during the show—no reports, no style agreements. 
This gathering took the form of a luncheon on Tues- 
day at the Biltmore Hotel, with Harry Rosenthal, of 
Shoecraft, New York, as the principal speaker. It was 
the only meeting of any kind, held under the auspices 
of the Guild, during the week. 

Mr. Rosenthal emphasized the value of the Guild and 
its function in the shoe industry. Speaking before a 
representative audience that included many of the fore- 
most shoe merchants and retail buyers in the country, 
as well as. manufacturers, designers and stylists, he 
said in part: 

“European women envy American women two things 
. . . their husbands and their shoes. Today, we are 
the guests of the men who created that envy. They 
are model husbands, and the recognized shoe stylists 
of the world. For this, we retailers should be properly 
impressed. But are we? 

“By way of contrast, let us take the Paris openings. 
The French couturiers are literally worshipped for the 
new life they put into dresses, coats and suits each sea- 
son. Specialty stores that trade in quality merchan- 
dise wait breathlessly for their openings. Why? For 
prestige and spice for their domestic collections. It is 
no easy task to get an invitation to Chanel’s, Schiapa- 
relli’s, Molyneaux, etc. I understand in some instances 
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HARRY ROSENTHAL 


it is necessary to pledge the purchase of one or more 
models ranging in price from $300 to $500 in order 
to rate a ticket. Every protection is exercised to sift 
the wheat from the chaff—and thus reduce plagiarism. 
For their tactics, these designers are highly respected 
and financially supported. 

“Our hosts are just as important in the shoe field 
as Paris couturiers are in the dress field. Their fashions 
are just as original and certainly as costly to create, 
and should earn the same strong protection. With this 
thought in mind, a forward-looking manufacturer with 
a complete working knowledge of the retail business 
conceived the idea of a SHOE GUILD. Representative 
makers were invited to join with the express purpose 
of protecting each other’s interests (Dutch treat, of 
course). This they have done to the best of their 
ability. But there are GUILDS and GUILDS, accord- 
ing to definitions in Webster’s Dictionary. First of 
which is: ‘A Guild is an association of persons with 
kindred pursuits or common interests formed for fur- 
thering some common purpose.’ This is our Guild. 

“But there is a second definition of which we must 
beware. This definition includes four recognized Guilds, 
one of which is the Parasites. This is the one with which 
we are most concerned, for as we know parasites do not 
live on dead things, but on live ones. To this Guild 
belong the manufacturers who do not originate, but 
blatantly copy GUILD DESIGNS to retail at two, three, 
four and five dollars. The cure for this disease is long 

[TURN TO PAGE 51, PLEASE] 
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You Must BE 





iN BOSTON... 


eB" Annu 


BOSTON SHOE FAIR 














HOTEL STATLER 
JUNE 6-7-8-9 


FOR RESERVATIONS 
WRITE OR WIRE TODAY 


There are many things to see in 
June, and plenty to do in Boston. 
Here at the Boston Show you will 
see every important volume line 
in the country, at the largest 
Show Boston has ever seen, and 
you will want to spot the mar- 
ket. Remember Boston is also 
the greatest leather center in 
America. 


There are so many reasons why 
you should be in Boston June 
6-7-8-9, that you should plan to 
attend now. 


To Buyers — To Manufacturers 
Write or wire for reservations 
to the 


NEW ENGLAND 
SHOE AND LEATHER 
ASSOCIATION 


210 LINCOLN STREET 


BOSTON, MASS. 
; 
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WHEELS 


“That word ‘depression’ came from 
the colleges—the professors; the long- 
haired fellows who are trying to run 
this country, AND WHO DON’T 
KNOW HOW. They never earned a 
dollar in their livess A WORKING 
MAN WILL TELL YOU MORE AC- 
TUAL THINGS WORTH KNOWING 
IN FIVE MINUTES THAN THEY 
COULD TELL YOU IN FIVE 
YEARS. That is an old-fashioned 
shoemaker’s opinion of these new- 
fangled ideas. But I can tell you the 
trouble you have been in, and the 
trouble you are now in. It is nation- 
wide, and world-wide. It is old-fash- 
ioned ‘Hard Times.’ That’s what it is. 

“And now for our own community. 
We have had our share of it, partic- 
ularly in our shoe business, and our 
tannery business. But these people, as 
I have had occasion to tell them within 
the past week, are not half as poor 
as they think they are. THEY ARE 
‘POOR’ TODAY, BECAUSE THEY 
WERE ‘RICH’ YESTERDAY. It was 
‘yesterday’ they bought that automo- 
bile they didn’t need, on the installment 
plan. It was ‘yesterday’ they filled 
their new, beautiful little homes, that 
they bought at cost, on basis of 3 per 
cent interest on unpaid balance—with 
all kinds of new machinery. They 
didn’t need it but these ‘high-powered 
salesmen’ caught them, as they will 
catch all of us if we don’t watch out. 
That’s their business—AND THEY 
KNOW THEIR BUSINESS. 

“In the old days, we had the black 
slave. Now we have changed over to 
the ‘white slave.’ Who is the ‘white 
slave’? The fellow who gets himself 
into debt—GENERALLY FOR NEED- 
LESS THINGS. There is just one 
type of citizen who can afford to be 
in debt. That is the very rich man. A 
POOR MAN CAN’T AFFORD TO BE 
IN DEBT. It is too much of a luxury. 

“If you owe a man $5 and can’t pay 
it, you belong to your creditor. You 
are another ‘Uncle Tom.’ Or if you 
happen to be a woman, you are an- 
other ‘Eliza.’ SOMEBODY OWNS 
YOU. BUT NOBODY ‘OWNS’ A 
MAN WHO IS FREE OF DEBT, 
NOR A WOMAN WHO IS FREE OF 
DEBT. 

“Now, I predict an improvement in 
these shoe factories and tanneries, 
within a very short time. I want you 
to be patient, for IT IS ALL COMING 
BACK SOON. Nothing has been taken 
out of any of these plants. .Nothing, 
except the orders. It is quite necessary 
that we should return the orders. We 
have the machinery. WE HAVE THE 
LOYAL WORKING PEOPLE. WE 
HAVE EVERYTHING TO DO WITH. 
AND VERY SOON WE WILL 
HAVE THESE WHEELS HUMMING 
AGAIN. 

“T talk to groups of these workers 
frequently, trying to keep them 
CHEERFUL and CONTENTED and 





[CONTINUED FROM PAGE 21] 


REASONABLY HAPPY. Recently one 
bright young fellow said: ‘Do you 
want to make us and keep us happy?’ 

“‘Certainly I do,’ was the answer. 

“‘Well, then, just keep these wheels 
running. Keep that machinery whirl- 
ing. Keep the production coming 
through. Keep up the payroll. Give 
us a good, big, fat envelope every week, 
for an honest week’s work.’ 

“That fellow had a brain in his 
head. He didn’t make any mistake. 
There are a lot of people in these fac- 
tories, who know what they want. 
THEY KNOW THEIR END OF IT. 
Sometimes they know more about it 
than the management. The manage- 
ment have a habit which sort of im- 
pels them to gravitate to a chair. If 
they want a man who works half a 
mile away, they are still in the chair. 
They send for him to come to the 
office. And the poor fellow thinks it is 
a GREAT HONOR to come into the 
office. 

“I used to, in my earlier days, go 
into a bank with a good deal of that 
kind of feeling. I had a little money 
to deposit. (Are there any bankers 
here?) I used to apologize. ‘Will you 
please take this hard-earned $5 of 
mine?’ And with great condescension, 
he would put it away. There have been 
times, even in our community, when 
we never got even a smell of that $5 
again. It went so far back that it 
never came forward. Yes, we have 
been through it all. We have had 
EXPERIENCES here, that OUGHT 
TO TEACH US WHAT IS GOOD 
FOR US. 

“I want to leave a few of these 
thoughts in your minds and hearts. 
LET’S BE BETTER CHRISTIANS. 
Let’s have ‘more Christ in our hearts.’ 
Let’s be more KINDLY and CONSID- 
ERATE, more LOYAL and more 
THOUGHTFUL about our community. 
Let’s see ‘how much we can make OF 
this town, not OUT OF it.’ Note the 
distinction. How much can we make 
OF this community? 

“I have told you, that in 25 years 
you will have 50,000 people here— 





“Wedge” Sandal for Men 





The much talked about “wedge” sale 


now appears in a man’s san- 
dal by Beachcraft Sandal Co., Inc.. 
New York. 





BOOT anp SHOE RECORDER, May 7, 1938 


WILL SOON HUM AGAIN 





small homes, and happy people. That 
is quite a contract. Isn’t it? Well, 
YOU FELLOWS HAVE GOT TO 
FILL THAT CONTRACT. There is 
work for you to do, right now. ‘See 
how much you can make OF your life, 
and not OUT OF it.’ Don’t figure 
things in dollars. WE DON’T WANT 
TO CULTIVATE AND ENCOUR- 
AGE AN ARMY OF SHYLOCKS. 
We want to cultivate an army of 
HONORABLE, USEFUL MEN AND 
WOMEN, with their children and 
families. We want this town to grow. 

“They tell us it is still ‘the bright 
spot in the United States.’ If so, some 
of the other places must be pretty 
dusty, because it has been bad enough, 
here. But I will leave this last word 
with you. YOU ARE GOING TO 
COME OUT OF THIS. YOU ARE 
GOING TO HAVE BETTER AND 
HAPPIER DAYS.” 





Devaney Heads Boston 


Associates’ Committee 


Boston, MAss.—At a meeting of the 
Boston Tanners’ Council Associates 
held recently, J. L. Devaney of the 
Armour Leather Co., Boston, was 
elected chairman of the committee 
which serves the New England terri- 
tory. Counsel for the committee is 
Messrs. Friedman, Atherton, King & 
Turner. The personnel of the New 
England Committee is as follows: 

J. L. Devaney, Armour Leather Co. 
(Chairman), Thomas Small, Allied Kid 
Company, A. H. Handy, A. C. Lawrence 
Leather Co., W. F. Hickey, John R. 
Evans & Co., G. S. Scott, American 
Hide & Leather Co., F. W. Anderson, 
Beggs & Cobb, Inc., Paul Tetzlaff, 
Frank C. Meyer Co., Inc. 





Visits Factory 


CINCINNATI, OHIO — Harry Bennig- 
son, chairman of the membership com- 
mittee of the National Shoe Travelers’ 
Association, who travels for Plaut- 
Butler, Inc., on the coast, was a visitor 
at their factory in Cincinnati. He was 
East for two reasons, principally to 
bring on some new thoughts on what 
is to be worn by the smart women dur- 
ing the coming Fall season, and also 
to check up with the style makers on 
what ideas they have obtained from 
the East, Florida, and Europe during 
the past Winter. 

Harry is most enthusiastic about his 
line particularly as his season which 
has just closed has been a phenomenal 
one from a business standpoint. 

Between times he gives much of his 
efforts to the program of the member- 
ship committee of the National Shoe 
Travelers’ Association. It is due to his 
efforts that the numbers added to the 
rolls have been increased during the 
past few months of his chairmanship. 
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Shoroughly i le 


IN PRINCIPLE 


LITTLEWAY 
LOCKSTITCH That is the outstanding 


— reason for the consistent 
increase in sales of Liitle- 
way Lockstitch Shoes — 
regular construction or 


Sbicca-Delmac. 


with GMC UNISHANK : SBICCA-DELMAC 
: LOCKSTITCH PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 
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WITH INSOLE 
INCISION 


PLANET SOLE ROUNDING MACHINE — MODEL E 


The Planet Sole Rounding 
Machine — Model E and 
G/C Splitting Machine— 
Model E are available to 
all Sbicca-DelMac licensees 


REMOVED 





WC SPLITTING MACHINE — MODEL E i 
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SOLE 
ATTACHING 














Sbicce DelMac process of stock fit- 

ting requires particular accuracy and 

uniformity in the preparation of out- 
sole and innersole. Because both 
pieces are derived from one sole, 


precision in sole rounding and sole 
FOR CEMENT splitting are very. important. 


a NG The soles of Sbicca-DelMac shoes may 


be attached by any of four standard 
processes: Cement — Lockstitch — 


McKay Sewn — Goodyear Welt. 


Complete U/C Equipment for stock- 

fitting and attaching the soles of — stircune 
Sbicca-DelMac shoes affords manu- mover c 

| facturers the advantages of maximum 
operating economy at lowest avail- 


able machine costs. 


§ CEMENT SOLE ATTACHING 
MACHINE — MODEL B 


' UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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The Editor’s Outlook 


[CONTINUED FROM PAGE 24] 


basis of pure ‘ confidence—in some particular 
salesman and his house.” 

Remember, always, that this public of ours is actually 
the smartest, keenest brain in the world when it comes 
o “shopping.” It can sense a lack of confidence in a 
store, a lack of merchandise, a lack of sizes and a lack 
of honesty in a window card and in the very words 
that come out of the shoe fitter’s mouth. The public 
has put its confidence in the shoe stores of America 
to a degree that does not exist in any other line of mer- 
chandise. That is largely due to the fact that it asks of 
shoes more than just eye appeal. Betray that confidence 
by misfit and misstatement and a misconception of the 
use and purpose of Summer shoes and you have done 
something to injure yourself and every other store 
irreparably. 

May I close again, quoting this same good merchant: 
“Good-will is the one and only thing competition 
cannot undersell or destroy.” 


Beating Old Man Slump 


[CONTINUED FROM PAGE 29] 


Jim Jones (laughing): What for? Why should I waste 
my time on that? I’m making my top commissions now. 

Ray Burnett: Yes Jim, but suppose there should be a 
slump in business? There are always times when business 
is a little dull. Your personal trade would come in mighty 
handy then. 

Jim Jones (unconvinced) : You can’t scare me with that 
slump stuff. In a store like this there will always be plenty 
of customers for everybody. I'll always make my fat com- 
missions. (Ray BurNETT sighs resignedly and walks off, in- 
wardly pitying the short-sightedness of his friend.) 

Scene 4: (Same store several months later. Jim Jones 
seems worried. It is pay-day and he speaks to Ray 
BurRNETT. ) 

Jim Jones: Gosh, Ray, isn’t it awful what a drop business 
has taken? I barely made my guarantee this week let alone 
commissions. 

Ray Burnett (wisely): Yes, there’s a slump, but it’s 
only a lull. I haven’t felt it. I’m making as much now as 
when business was at its peak. 

Jim Jones (staring skeptically): Go on, you’re kidding. 
How could you? There aren’t as many customers coming 
in to sell shoes to. 

Ray Burnett (smiling despite himself): That’s true. 
But my personal call trade kept me going on all eight. Out 
of all the customers that did come in the greater percentage 
asked for me to wait on them. See, there are my commis- 
sions, and mostly from my C.U. trade. I hate to say I told 
you so, Jim, but I licked old man slump. 

Jm Jones (glumly): I'll say you did. 

(Curtain falls as Jim Jones, realizing his mistake and 

the wisdom of Ray Burnett’s tactics, solmenly vows 

to begin new leaf on the morrow and try. his own hand 
at beating old man slump next time.) 
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2 SHOES THAT PLAY GOOD 
GOLF — PAY GOOD PROFITS 


Amone the best-selling Arnold Authentics 
for men are these two great golf shoes. ... 
Both are standouts for style as well as real 
golfing ability. ... Both have replaceable 
spikes and, of course, are made with the 
Arnold Glove Grip construction. 


You can build a sound and profitable golf 
business with nationally advertised Arnold 
Authentics for men and women. Write for 
the new catalogs. 


M. N. ARNOLD SHOE CO., South Weymouth, Mass. 


ARNOLD 


*% SHERWOOD (No. 482) 


In white calf with tan trim, specially moisture- 
proofed. ... A similar model, for women, is 


ARNOLDPRO, No. 651 


* As advertised in the May 9th issue 
of “LIFE” 


ARNOLDEAGLE (No. 502) 


In brown Eskimo calf, specially moisture- 
proofed. A similar model, for women, is 


ARNOLDEAGLE, No. 563 








Did You Miss a Boat? 


[coNTINUED ROM PAGE 17] 


You sort of missed that boat? But 
you WERE in the fleet that followed! 

Well, the Committee will have to 
pass on your standing. The by-laws 
make no provision for fleet followers. 
Technically you’re a professional boat- 
misser. 

On the other hand maybe these two 
boats which we just reviewed were the 
only two important boats you missed. 
Possibly you took a nice ride on all the 
others. You might call off a list of boats 
from your own memory and see how 
Many you were really aboard. 

Take a glance at the S. S. HUAR- 
ACHE for a moment as she plows 
through the sunny waters of early 
summer. But, no! On second thought, 
let it pass. You no doubt booked pas- 
sage on this excellent, inexpensive 
foreign packet and are having a won- 
derful trip right now. You’re probably 
feeling sorry for the boys who didn’t 
buy their tickets early, for they say 
passage is at big premium now on the 
8S. S. HUARACHE. 

Also, you are now, doubtlessly col- 
lecting information on the majestic 
new ocean liner to be launched in early 
Fall. You heard about her, didn’t you? 
Yon knew the boys were getting her all 
fitted up for the surprise voyage of the 
recession, didn’t you? You understand 


by now, of course, what effect this new 
S. S. (blank) will have on those shoes 
you carried over from last year? 

Well, that’s all that’s necessary, ex- 
cepting, of course, to make sure that 
you don’t miss the boat. 


A World’s Fair Market 


[CONTINUED FROM PAGE 23] 


walking shoes instead of tricky novel- 
ties in the new “tissue kidskin.” A 
number of the shoe promotions show 
this new, wearable modification of the 
clog idea. It wouldn’t surprise us to 
see some development of this new 
“thickie” idea become the featured shoe 
for World’s Fair visitors. 

Other retailers point to the develop- 
ment of super-flexible welts as the shoe 
industry’s contribution to the tripper’s 
comfort. New insulating fillers give a 
resilient base, insure a firm foundation 
that will not heat the feet. 

* A balloon tire effect is also achieved 

by several of the feature shoes that use 
sponge rubber cushions the whole 
length of the sole, protecting the 
wearer from jars and strain. 

Ventilation of the uppers... and 
lots of it-—is all important in a shoe 
of this sort. Keeping the feet cool is 
half the battle. 

This is one reason why pigskin, most 
porous of leathers, has had such a 


success. This is why mesh and woven 
leathers are also candidates. And why 
perforations are not likely to ever go 
out ... certainly not before 1939 and 
it two great fairs have come and gone! 


Bright Spot on Fifth Avenue 


Cammeyers smart Fifth Avenue Shoe 
Store was one of the bright spots in last 
week’s New York World’s Fair Preview. 
The entire street window was sectioned off 
and made more intimate by the use of torn 
parchment paper attached to the glass. 

Designed with a glance to the future, 
emphasis was placed on two simple dra- 
matic units, the World’s Fair Emblem, 
perisphere and trylon, and a single draped 
mannequin, arranged on a glistening pat- 
ent leather floor. 

The most elaborate unit, the trylon and 
perisphere, featured an accurate miniature 
reproduction of the main section of the 
Fair illuminated by slowly changing con- 
cealed lights that range from a brilliant 
white down to an ultra-violet glow, giving 
a mysterious colorful. evening effect. This 
unit is mat white lacquer with bright ver- 
milion “1939” and light blue “New York 
World’s Fair” in heavy cut out lettering. 

The mannequin is simply draped in white 
silk crepe and holds in upraised hand a 
winged shoe with ombre orange and blue 
tulle theme colors flowing down to the 
fair unit. Other gaily colored shoes fly 
about the window on wings of pearly cel- 
luloid supported on thin cellophane bands. 

entire window was designed and 
built by Shenker Displays. 
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for the “over=-average’ customer 


shoes to give adequate support to each arch. 


She’s difficult to please because she has been 
disappointed so often with shoes. Being 
above average in weight, most of her dis- 
satisfaction comes from the failure of her 
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Some smart salesperson will give her shoes 
with England Walton “fibre-sorted” soles— 
and gain a contented customer for life. 
England Walton soles are accurately matched 
in fibre structure—they promise equal 
strength, equal pliability, and 

equal resistance to wear. 


ENGLAND WALTON DIVISION 


A. C. LAawRENCE LEATHER Co. 
Boston New York Philadelphia § Chicago 
St. Louis Milwaukee San Francieco 


CUT SOLES anv SOLE LEATHER z PURE OAK BARK TANNED 
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THIS WEEK IN THE SHOE TRADE 


Saturday, May 7. 1938 


National News 





Coast Shoe Business Shows Marked Gains 





Absence of Labor Disputes Given as One Reason for Improved 
Retail Shoe Business in San Francisco 


SAN FRANCISCO, CALIF.—With Spring 
business markedly better than last year, 
San Francisco shoe men are reporting 
little price consciousness among cus- 
tomers, and a varied demand in Spring 
and early Summer footwear, with open 
toes very much to the fore. 

All stores here enjoyed an excellent 
trade last month. Comparisons with 
last April show gains of from 8 per 
cent to 40 per cent over 1937. One 
reason given for the good business is 
the attractiveness of this year’s styles. 
A purely local reason for improved 
conditions this season, despite gener- 
ally depressed buying, is that San 
Francisco is enjoying a period of free- 
dom from major labor disturbances. 
Last year the prolonged hotel strike 
played havoc with the resident and 
tourist trade. 

Roos Bros. Shoe Salon are e selling a 
lot of blacks in patent leather; British 
tan, mostly in calfskin; blue "in calf- 
skin and gabardines. 

“Black, brown and blue are running 
just about even at this store,” states J. 
A. Levin, manager. “There is hardly 
three pairs’ difference in demand be- 
tween the three.” Mr. Levin says that 
prices are about the same as last 
year, and they are having no more 
difficulty in getting them. By always 
suggesting double leaders this store is 
doing exceptionally well with accesso- 
ries and sidelines in seasonable mer- 
chandise, like beach sandals. 

Feltman & Curme, Market and 
Fourth Streets, is finding its big de- 
mand is’for copper tans. This shade is 
popular in all styles. There is little 
demand for closed toes. All styles and 
colors in open-toe models are going well. 
Higher-priced models are doing ex- 
cellently. 

In men’s shoes, blacks are still lead- 
ing, though browns are picking up and 
whites just starting to move as warm 
weather advances here. Crepe soles 
are popular, with plain toes very much 
in demand. 





DATES TO REMEMBER 


Buffalo Shoe Travelers Association, 
gs Show, Hotel Statler, Buffalo, 
DMEM dixale Cacninnce veamencies May 8, 9, 1938 
Illinois Shoe Travelers and Retailers, 
Annual Convention, Pere Marquette 
Hotel, Peoria, Ill....May 15, 16, 17, 1938 
Monthly Shoe Buyers Days, Chicago 
Shoe Travelers Association, Hotel 
Morrison, Chicago, Ill...May 23, 24, 1938 
Southwestern Shoe Travelers Associa- 
tion, Style Show and Market Season, 
Adolphus Hotel, Dallas, Texas 
May 29, 30, 31, June 1, 1938 
Pacific Northwest Shoe Retailers Asso- 
ciation Convention, Multnomah 
Hotel, Portland, Ore. 
May 30, 31, June 1, 1938 
Nebraska Shoe Retailers’ Association 
Annual Convention, Cornhusker 
Hotel, Lincoln, Neb...June 4, 5, 6, 1938 


Midwest Shoe Fair, Netherland Plaza 
Hotel, Cincinnati, Ohio 
June 5, 6, 7, 1938 
Boston Shoe Show, New England Shoe 
and Leather Association, Hotel Stat- 
ler, Boston, Mass June 6, 7, 8, 1938 


Annual Convention, California Shoe 
Retailers Association, Hotel Oak- 
land, Oakland, Calif...June 6, 7, 8, 1938 


Iowa Shoe Fair, Iowa National Shoe 
Travelers Association, Hotel Fort 
Des Moines, Des Moines, Iowa 

June 12, 13, 14, 15, 1938 

Wisconsin Shoe Retailers Association 
25th Annual Convention, Plankin- 
ton Hotel, Milwaukee, is 

June 12, 13, 14, 1938 


Michigan Summer Shoe Fair, Pantlind 
Hotel, Grand Rapids, Mich. 
June 19, 20, 21, 1938 
Annual Convention, National Leather 
and Shoe Finders Association, Con- 
gress Hotel, Chicago, II 
June 20, 21, 22, 23, 1938 
Pennsylvania Shoe Travelers Associa- 
tion, Style Show and Convention, 
William Penn Hotel, Pittsburgh, Pa. 
July 10, 11, 12, 1938 
Charlotte Shoe Fair, Hotel Charlotte, 
Charlotte, N. C.....July 10, 11, 12, 1938 





Southwestern Travelers to 
Hold Second Annual Show 


DALLAS, TEX.— The second annual 
shoe style show and market season will 
be held in the Adolphus Hotel, Dallas, 
May 29, 30, 31 and June 1. This show 
will be staged and sponsored by the 
Southwestern Shoe Travelers Associa- 
tion. W. T. Mitchell, secretary of the 
Southwestern Shoe Travelers, has been 
selected as manager and will have com- 
plete charge of advertising and general 
arrangements. 

Last year’s show proved to be one 
of the most outstanding events of its 
kind ever staged in the Southwest. At 
this show, sponsored by the Hotel 
Adolphus, there were ninety lines dis- 
played and 290 buyers registered at the 
hotel. This year, a very much larger 
and more successful show from every 
standpoint is expected. This show, be- 
ing sponsored by the Southwestern 
Shoe Travelers, will be advertised and 
publicized in a far more extensive way 
and they are looking forward to at 
least double the sample line displays 
and more than double the number of 
merchants and buyers in attendance. 

This show as of last year will be con- 
ducted on a strict business basis. It 
will give the merchants and buyers an 
opportunity to get together, see the 
many lines displayed, swap ideas and 
suggestions with each other and intel- 
ligently buy their Fall shoes early. 
Prospects of a record-breaking attend- 
ance’ at this big Southwestern trade 
meet is seen by the early advanced re- 
servations at headquarters at this time. 

There will be three style shows May 
30, 31 and June 1 at the noon luncheon 
in the air-conditioned Century Room of 
the Adolphus Hotel. The only require- 
ments to participate in this style show 
will be to furnish at least three pairs 
of shoes for models. The committee in 
charge will obtain the services of the 
most beautiful 4-B models in the Dallas 
area. These models will display the 
newest Fall styles in women’s wear 
along with the new Fall shoes furnished 
by salesmen displaying at this shoe 
fair. 

To participate and display samples 
during this show, one must be a mem- 
ber of the Southwestern or some branch 

[TURN TO PAGE 44, PLEASE] 








Tell your white shoe customers that 
there's nothing better for white calf and kid 
shoes than One White Kid Polish. This out- 
standing specialized dressing both cleans and 
whitens, leaving a pleasing gardenia-like finish 
that stands rough usage. 


When you try to sell an “all purpose" white, 
you not only cut down potential sales but 
tempt customers to say “No” and use their 
left-over last season's dressing. With the 
Three One-White Specialties you have a 
strong line and strong arguments that build 
sales. 


EVERETT & BARRON 


PROVIDENCE * TORONTO 
R. I. CANADA 
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Slogans in Shoe Selling 


Still Exert Strong Influence in National Ad- 
vertising and also in Reiail Shoe Publicity 


MILWAUKEE, Wis.—That slogans continue to exert 
a strong influence in merchandising is evidenced by 
their widespread use in national advertising. In nu- 
merous instances, they have so captured the public’s 
fancy as to become a part of everyday speech, at least 
temporarily. To attain such popularity, slogans must 
be easy to say and to remember. 

Shoe dealers anxious to familiarize the public with 
their names have found slogans with a rhythmical 
swing an aid to building business personality, as well as 
reflecting the policy of their stores. 

Slogans lend themselves readily to all types of adver- 
tising, whether it be newspaper, direct mail, radio or 
billboard. Euphonic sounding slogans invite repetition, 
which is just what the retailer desires. Grammatically 
incorrect slogans such as “The Best What Gives,” used 
by a Milwaukee firm, stimulate discussion. Again the 
advertiser rings the bell. 

Other Wisconsin shoe dealers have built consumer 
confidence with slogans such as “Where Quality and 
Service Have the First Consideration,” used by the 
O. A. Haase Co., Oshkosh. The Lau Shoe House, 
Racine, Wis., uses “If It’s New—It’s Here” as its 
catch-line, while Koutnik & Schwartz, Manitowoc, Wis., 
advertise “Feet First.” 

Other slogans with meaning utilized by various Wis- 
consin shoe dealers include “Fond du Lac’s Best Shoe 
Store,” used by Fitzsimons of Fond du Lac; “Shoes 
for Pa, Ma and the Kids,” by Schauder & Schauder, 
Clintonville, and “The Home of the X-Ray Shoe Fitter,” 
by the Cody Shoe Store, Antigo. 

Playing upon the ear by means of alliteration, one 
Milwaukee firm advertises “Best, Biggest and Busiest.” 
This company combines eye appeal as well by building 
these three works from one enlarged “B” centered in 
a circle. 

Eye appeal is often given slogans by making them 
a part of the firm name or incorporating them in de- 
signs which attract attention because of their distinc. 
tiveness. For example, a Madison, Wis., concern util- 
izes a triangle with the words, “Prompt Service— 
Quality,” forming the three sides with the center space 
carrying the company’s name. 

Firms which have enjoyed many years of business 
have advantageously incorporated this fact in effective 
slogans, such as “In Milwaukee Since 1868,” or 
“Twenty-five Years of Satisfactory Service.” Favorable 
word-of-mouth advertising is always a valuable asset 
for the shoe dealer and one Wauwatosa, Wis., firm 
invites such discussion with the slogan, “Ask Those 
We Serve.” 

Shoe dealers who consistently use their slogans in 
advertising, on bill and letterheads, window and wall 
signs have found them valuable in establishing stor: 
personality. 
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Store Celebrates 30th Anniversary 





Wetherhold & Metsger, of Allentown, Pa., Stage Banquet for 
Employes and Guests in Celebration of Their Com- 
pletion of 30 Years in the Shoe Business 


ALLENTOWN, PA.—Amidst scenes of 
good fellowship and store-loyalty on 
the part of its employes, Wetherhold 
& Metzger, of this city, celebrated their 
30th anniversary of retail shoe service 
to the people of Allentown with a ban- 
quet at the Americus hotel, here. More 
than two hundred employes, their 
friends and guests of the store were 
present at this affair which, in itself, 
was something out of the ordinary for 
a retail shoe store to stage. The guest 
list resembled something more like a 
registration of shoe manufacturers as 
several well-known shoe men were pres- 
ent. Numbered among these were Al- 
fred W. Donovan, president of E. T. 
Wright & Co., Inc., Rockland, Mass.; 
James E. Wall, president of the Wall- 
Streeter Shoe Co., North Adams, 
Mass.; S. K. Bruce, sales manager of 
the men’s and boys’ divisions of the 
International Shoe Co.; Lee Langston, 
executive vice-president of the National 
Shoe Retailers Association; Charles H. 
Brown, Charles Henry Brown & Son, 
and Paul S. Lippincott, president of 
the Philadelphia Shoe Travelers Asso- 
ciation. Several other well-known shoe 
men were also present, but all the 
aforementioned men gave short talks 
to those assembled. 

Owen A. Metzger, president of the 
firm, acted as master of ceremonies 
during the dinner and introduced each 
speaker. In his own talk, he gave a 
brief history of the firm, telling how 
his late partner, George A. Wether- 
hold, and himself started out in busi- 
ness in April, 1908, in an old fire 
house at 714 Hamilton Street, Allen- 
town, a few doors from their present 
location. Continuing, he mentioned 
that their store was the first specialty 
shoe store in Allentown and one of 
the first in the country. He also told 
of a few experiences that the new com- 
pany encountered in getting started, 


some on the comic side and others. 


more serious. 

Previous to the dinner, the entire 
assemblage stood in silent tribute to 
the memory of the late Mr. Wether- 
hold. 

Mr. Metzger is himself a well-known 
figure in the shoe trade and numbers 
his friends from coast to coast. His 
affable good nature and ever-busy air 
has made him known at many of the 
important shoe conferences and show- 
ings at which he makes it a point to 
religiously attend. 

Many congratulations were received 
by Mr. Metzger on his successful com- 
pletion of 30 years of shoe retailing, 
from manufacturers and retailers the 
country over so the BooT AND SHOE 
RECORDER takes this opportunity to 
‘also congratulate him on his 30th an- 


niversary and to wish him many more 
years of successful business. 


Clever Device Applies 
Polish to Two-Tone Shoes 


New YorK — A simple device has 
been developed by Herbert Berggruen, 
2969 Valentine Avenue, New York, for 
neat application of dark polishing li- 
quid to the welt, outsole edge, heel and 
ornamental striping of white and two- 
tone shoes. ~ 

With the help of this device, even a 
child will find no difficulty in bringing 
out the desired color contrast of the 
individual parts and thereby restoring 
factory beauty to such shoes, the in- 
ventor claims. It makes it possible for 
anyone to do a neat job, without daub- 
ing the lighter parts of the shoe with 
streaks of dark polish. The device is 
inexpensive and promises to become a 
popular sales item for shoe stores, gen- 
eral chain-stores’and repair shops. 


Kepple Named Gaylord 


Manager 


KEOKUK, IowaA—M. L. Kepple, who 
has operated a store at Decorah for 
the last five years, has succeeded G. K. 
Waymack as manager of Gaylord’s 
Shoe Store, 606 Main Street. George 
D. McFadden, has become assistant 
manager. 


A CORRECTION 


In Gerberich-Payne Shoe Company’s 
advertisement in BooT AND SHOE RE- 
CORDER, April 30 issue, announcing their 
Official Boy Scout Shoe Line, a trans- 
position of shoe cuts resulted in an 
error. A Blucher pattern was shown in 
the ad, when a Bal oxford should 
have been illustrated. To correct any 
possible misunderstanding, we illustrate 
below the correct shoe with its descrip- 
tion. 


Official Scout Dress Oxford—926 Black— 
928 Brown—Boys’ $2.65—Big Boys’ $3.15. 
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Published monthly in the interest of, 
and to promote a wider distribution 
for, better shoes for children. 


% THERE'S BUSINESS to be had—but 
you’ve got to work harder to get it; you’ve 
got to think of better ways of inviting it. 
There are many shoe retailers who have 
consistently made money during the past 
several years. Business wasn’t bad in 
their stores. They wouldn’t let it get that 
way. Why should you? 


Study your store, your service, your mer- 
chandise. Is your advertising right? Are 
your window displays interesting and at- 
tractive? Do your salespeople know the 
fine points of your merchandise? Are they 
on their toes? Are you, yourself? 


If you sell children’s shoes there’s no better 
time than now to revitalize your entire 
plan of procedure—to present a new and 
inviting story to the mothers of your com- 
munity. Perhaps we can help you. 


if CONFIDENCE—rvery merchant knows 
full well the great importance of customer 
loyalty. . Some go after added business 
with price and premiums. Others maintain 
it by encouraging confidence in their shop 
and their merchandise, 


Customer loyalty is very important in the 
selling of children’s quality shoes. Mothers 
place implicit faith in the dealer, who, by 
scientific fitting equipment and honest per- 
sonal fitting service, removes the slightest 
chance of improper fitting. A Dr. Posner 
register card system in your store provides 
the personal touch as well as important 
recorded foot-data of each child. And 
worked in conjunction with annual mailings 
of birthday card greetings to your little 
customers, it builds confidence in you and 
your store. Such loyalty means volume 
that sticks—and substantial profits that 
you can count on season after season. 


« Chalk up another successful opening for 
Ben Schwartz, the Enna Jettick Shoe retailer 
who has just opened his. third unit, in Hemp- 
stead, L. I. Ben operates two other units in 
Brooklyn featuring Enna Jettick shoes for 
women together with Dr. Posner’s Scientific 
Shoes for children. These stores are typical of 
a sound and profitable type of ‘“mother-and- 
child” shoe shop operation in that a reputable 
brand of quality shoes for women are featured 
together with a comparable quality shve for 
children. Each line turally pr t the 
other—both together bring added volume with 
very little overhead. 





if RADIO—Do you use radio as a means 
of keeping your name before your cus- 
tomers? Or do you plan tof We have just 
prepared a series of announcements on Dr. 
Posner’s Scientific Shoes and Muscle Build- 
er Shoes. These are one minute commercial 
announcements averaging between 50 and 
100 words. They are in pamphlet form and 
if you can use them to advantage they are 
yours without cost. Please write. 


DR. A. POSNER, SHOES, INC. 


140 West Broadway New York, N. Y. 
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Children's Shoes 
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HAND LASTED | 
CHILDREN’S SHOES 
Finest Quality 
PEDICRAFT SHOES—Swanson & Ritner Sts., 
Philadelphia 
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Dancing Shoes and Taps 
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PROFESSIONAL TAP DANCE SHOE 
IN-STOCK 


White Side 
nd 


Patent Chrome 
B/2-12 BandC $1.40 
12-3 ABandC $1.40 
34-8 ABandC $1.50 
DAVID T. NATHAN 
138 Lincoln St#., Boston, Mass. 











FLEXIBLE TAP DANCING SHOES 


Lightening 
Step 
by 
NEW 
osco 


IN-STOCK PROCESS 


womee's AAs , Patent Lea. bad * x * pa 
Misses’ AB.0-ti ed . 

Children’s B-C-812-11 1.35 
OWENS SHOE Co. 22 Sccc™e s+. 





Southwestern Travelers to 
Hold Second Annual Show 
[CONTINUED FROM PAGE 41] 


of the national association with dues 
paid for 1938. A fee of $5 will be 
charged for sample room privileges, 
$1 for signs in lobby and on sample 
room doors, $5 for. dues in the South- 
western association if not already a 
member. Send check to W. T. Mitchell, 
secretary, care D. W. Carlton, Hotel 
Adolphus, Dallas, Tex. 
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Appointed Philadelphia 


Manager for Compo 


PHILADELPHIA — William J. Duffy 
will be in charge of the new office 
recently opened by Compo Shoe Ma- 
chinery Corporation, at 240 North 
Third Street, Philadelphia. Mr. Duffy 





WILLIAM J. -DUFFY 


has a background of more than twenty 
years as a successful shoemaker in a 
number of Pennsylvania’s leading fac- 
tories. He joined the Compo organi- 
zation in 1931 and is_ thoroughly 
familiar with all types of shoes built 
by this process. His particuler expe- 
rience in the production of high-grade 
footwear will enable him to be of great 
help to the licensees in his territory. 

The opening of the new office is said 
to have been made necessary by in- 
creasing business of the Compo Cor- 
poration in the Middle Atlantic states. 


Harold Keith Tells Salesmen 


Plans for New Line 


BROCKTON, MAss.—The semi-annual 
conferences of Geo. E. Keith Company 
salesmen selling the women’s shoes 
came to a climax last Thursday night 
with a dinner meeting at the Walk- 
Over Club, when Harold C. Keith, 
Walk-Over president, told the complete 
story of the reopening of No. 3 factory 
for the manufacture of a new line of 
women’s shoes to retail at $6.50. 

Regardless of general conditions, 
Keith company officials are confident 
more volume will result for the Cam- 
pello plant with the advent of the 
concern into this greater market, to- 
gether with the strengthening of its 
higher priced lines which will continue 
to be made in No. 11 factory. — 

In his remarks, Mr. Keith mentioned 
the various savings which had been 
effected to make the lower-priced line 
possible and spoke especially of the 
fairness of union officials in the con- 
ferences leading up to the granting of 
the new price list. The new line is 
being announced to the trade at once, 


STOCK NO. 462 





TODAY'S 
BABIES ARE 
| TOMORROW'S CUSTOMERS 


Many thousands of them, wear- 
ing Mrs. Day's Ideal baby 
shoes, are—as they grow up— 
logical poet for Flexible 
Hard les (2-8) by the 
same manufacturer. These 
babies represent a power- 
ful ready-made market 
to alert merchandisers 
of juvenile footwear, 
for which Mrs. Day's 
specialized line of 
little shoes is "open 
sesame." 


MRS. DAY’S 


IDEAL BABY 
SHOE CO. 
DANVERS, MASS. 


FLEXIBLE £42 





through a letter from President Keith, 
and with trade paper advertising. The 
company will also continue its program 
of consistent national magazine adver- 
tising. 

During the sessions this week all of 
the lines were carefully studied by 
the salesmen under the leadership of 
Sales Manager George E. Keith, and 
the Fall selling campaign mapped out. 
A similar series of meetings was con- 
ducted at the factories last week for 
the salesmen selling the men’s line, 
and these men are already on their 
territories. 

Vice-President George H. Leach pre- 
sided Thursday night and summed up 
the week’s activities for the benefit of 
the group of factory and office execu- 
tives who gathered with the salesmen 
at this final session. The men will 
complete their sample lines today and 
leave for their respective territories 
immediately. 


J. E. Jester Joins 
Dorothy Dodd 


St. Louis, Mo.—The Dorothy Dodd 
Shoe Company, branch of the Interna- 
tional Shoe Company, has announced 
the addition of Jack E. Jester to their 
sales force. 

Mr. Jester will cover the entire south- 
eastern territory with his new line, 
starting in his territory on May 2 with 
the new Fall styles. 
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You can’t hold Shoe Customers by selling inferior Foot Appliances. Get the]best. 
The SCOTT Hand-made Line is the finest on the Market. Sold exclusively by Shoe Dealers. 





SCOTT’S 


Natural Crescent 


ARCH SUPPORT 


A perfect-fitting new shape that fits both 
foot and shoe snugly and correctly. . It 
can be used in the lightest shoe without 
detection or altering the fit. 


The Crescent Arch Support is hand formed from Scott’s supe- 
rior sponge rubber—highly resilient and durable. Recommend 
them without question. 


PACKED IN PAIRS IN CELLOPHANE 


SCOTT'S Natural ARCH SUPPORTS 


offer positive support for the Profit Sheet, too! 


Your customers don’t shop for bargains 
when they need relief from foot aches and 
pains. They want comfort. They’ll pay you 
a real profit for Scott Arch Supports be- 


ever offered. 


YOU to specify SCOTT’S. 


SCOTT’S 
New Improved 


OVAL ARCH SUPPORT 


Here is a gentle, but firm, arch support 
that fits perfectly into the arch of the 
shoe. It permits foot muscles to expand 
and contract naturally, because of the 
never-failing resilience of fine sponge rub- 
ber. Recommend this natural arch support 
to your customers. 
Regular 
Doz. 
Pairs 


Gross 
Pairs 


RLS : we 


cause they get the finest hand-made support 
Pure virgin live rubber— 
gentle, resilient, lasting support. It will PAY 


Leather Covered 


Doz. 
Pairs 


Gross 
Pairs 


. Regular 
Doz. Gross 
Pairs 


$ 8.10 
10.80 
13.50 
16.20 
17.90 
24.30 


Child’s Small 

Extra Small ; 
MINE. drew oo 05% «ie 0.0 
Medium 

Large 

Extra Large 


Write for NEW | 
Ilustrated Folder 





Leather Covered 
Doz. Gross 
Pairs Pairs 


$1.25 $13.50 
1.50 16.20 
1.75 17.90 
2.25 24.30 
2.75 29.70 
3.25 35.10 


Child’s No. 
Child’s No. < 
Extra Small 
Small 
Medium 
Large 

Extra Large 


SCOTT FOOT APPLIANCE CO. inc., OMAHA, NEBRASKA 


ed uke cee 


With Tacks for Anchoring, add 60c Dozen Pair 
For Adhesive on the Bottoms, add 10e Per Dozen Pair 
Also Made in Felt—Write for Prices 


$16.20 
17.30 
18.90 
21.60 
27.00 
32.40 
37.80 


$10.80 
11.90 
13.50 
16.20 
18.90 
21.60 
2.5 27.00 


$1.50 
1.60 
1.75 
2.00 
2.50 
3.00 
3.50 








Sandals for Summertime 
[CONTINUED FROM PAGE 30] 


ad; “we call it copper tan for acces- 
sories, and of this we are certain: it’s 
the color of the season and White’s 
has seads of it. Strike us pink if cop- 
per tan isn’t absolutely taking the 
fashion world of Boston by storm. We 
noticed it weeks ago. It became more 
pronounced as the season advanced to 
the point where we got busy and sent 
eight or ten buyers to the fashion mar- 
kets with instructions to buy Copper 
Tan, Parisand, Luggage Tan, London 
Tan, Coral Sand, Rose Berry, Leather 
Tan or whatever you choose to call 
it, in the widest possible varieties, in 
all sizes, shapes and materials. And 
here you are. You demanded it. You’ve 
been calling for it steadily. We’ve got 
it, and we’ve got it by the ton... . 
Better be early because it’s a Color 
that sells out fast.” 

Pointing out that shoes, this season 
may match the costume or another ac- 
cessory, Best’s Apparel in Seattle ob- 
serves in a striking ad: “You’ve no- 
ticed . . . and wondered why, perhaps 
.. . that there’s an unmistakable flair 
of smartness about the Best’s dressed 
woman. We'll tell you the secret. Part 
of the ‘Best’s look’ is due to our indi- 
vidually selected clothes ... part of it 
is due to Best’s accessories and the 
way we use them. We believe acces- 
sories should be used for variation and 
change; we don’t believe in matching 


up sets of accessories; we believe ac- 
cessories should be fun and done with 
a light touch; we believe accessories 
should have the casual look that’s the 
height of artistry. And if you don’t 
trust your own taste, we’ve trained all 
our people so that you can trust Best’s. 
. . - This open-toed, open-heel Marquis 
comes in black patent or sunni-brown 
calf for smart contrast or ensembling. 
$10.75.” 


“Spring Tonic for Feet” 


Sport shoes have a prominent place 
in current footwear promotions. 
“Spring Tonic for Your Feet,” was the 
caption used this week in an ad by 
Best & Co., Fifth Avenue, New York, 
featuring Arnold Authentics. “Spring’s 
here,” said the advertisement. “Four 
months of golf ahead. Weekends in 
the country. Days when it’s grand to 
walk, instead of ride, in town. The 
right shoes were never more important. 
Equip yourself with Arnold Authen- 
tics, best in their class. Product 
of a fine old New England concern, 
where the ‘guild’ love of the craft still 
prevails. .A special last, a patented 
glove-grip arch, quality materials, cus- 
tom finish, that mean real distinction 
in style, a new sensation in comfort.” 

An interesting innovation in the 
sport shoe field was advertised last 
week by Macy’s in New York, and con- 
sisted of a man’s saddle sport oxford 
of the familiar pattern but carrying a 
wedge crepe sole. “The recognized com- 


fort of crepe soles is now doubly in- 
creased by the wedge shank,” said the 
ad. “The shallow portion of the instep 
is filled with soft resilient crepe. The 
popular brown and white saddle takes 
a new stride forward. A sports shoe 
with real floating power. This same 
saddle comes also in a heavy red rubber 
sole or in a flat sole for active sports. 
$5.49.” 

Sporting goods stores are out for 
their share of this seasonable sport 
shoe business, and thus Davega, oper- 
ating an extensive group of shops in 
Greater New York and adjoining coun- 
ties, features newspaper advertising, 
“Four popular sport shoes at a price 
that makes every dollar do double duty. 
Sturdy, good-looking—made of finest 
materials—many cut by hand. For 
golf: the all-brown leather moccasin- 
type spiked sole model (also with rub- 
ber soles). For golf and sports: the 
moccasin-type brown and white leather 
model with O’Sullivan soles and heels. 
For spectator wear: the smart, com- 
fortable, crepe-soled white leather ox- 
ford. Hurry in. They’re values you 
don’t want to miss.” 

Meanwhile, Rich’s, in Washington, 
D. C., declares in an ad that “If you’d 
rather be right, you can be in Rich’s 
Foot Saver Skuffies. Right for sports, 
right for spectating, right for trotting 
around town in your tailored suit. 
Skuffies are always at home with your 
Springtime costumes and you can walk 

[TURN TO PAGE 49, PLEASE] 
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“PLA-SHU” 
Inexpensive All Leather 


Made on new UCO process, no staples. Made over 
BROUWER’S Research Last £8. 


Muleskin 
Sand with Brown Tri 
No. 2000 sizes 6 -1l 
“ 9901. ro 
2002’ 


“ 9004 “ 
“Stocked in two widths, 
C and D.” 
Same in Elk. 
Smoked with Tan Trim 
ed 24 pairs to the case. Sizes 6-11 with 
Avion Heath Rhos he porous 
ular priced, Hygienic Hea 
itn alves foot ventilation. “PLA-SHU” ciroular 
sent on request. 


MONDL MFG. CO. - - Oshkosh, Wis. 
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DANVERS SHOE Co. “**s' 
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Sam A. Beeson Wins Award 


Ausurn, N. Y. — Sam A. Beeson 
walked away with the honors for the 
largest increase in new Enna-Jettick 
business for Spring, 1938, and was 
awarded a Patek- Phillipe watch by 
President Buford H. Jones in the 
presence of the entire Enna-Jettick 
sales forcé at their semi-annual con- 
vention held in Auburn, April 25-26-27. 


SAM A. BEESON 


The watch carries a beautifully en- 
graved inscription reading “Presented 
to Sam A. Beeson by Enna-Jettick 
Shoes, Inc., for largest increase in new 
business for Spring 1938.” 

Landing a huge opening order from 
Marshall Field & Company of Chicago 
helped materially in putting Sam in 
first position. 

Sam’s success in procuring the 
largest increase is truly noteworthy, 
considering that the Enna-Jettick sales 
force as a whole showed a substantial 
increase in volume over the correspond- 
ing period a year ago when business 
was supposedly better. 


Boston Travelers to 
Hold Party 


Boston, Mass.—A May Day Party 
and Donation Luncheon will be held by 
the Boston Shoe Travelers’ Association 
on May 21, 1938, at 12.30 p. m., in the 
Chamber of Commerce banquet rooms. 
This luncheon will be complimentary to 
association members and associates in 
the industry. 

Frank B. Masterson, chairman of the 
entertainment committee, has planned 
for an interesting program, while Pres- 
ident George Tucker and A. P. Rich- 
ards have completed all details assur- 
ing those present of the best in food 
that the chef can concoct. 

Vice-president Fred Pacifici, Fred B. 
Zepfier, and Cedric D. Watson, who 
have charge of the Donation Party, 
have quietly planned surprises for 
those attending. 


FOR MEN'S & WOMEN'S 
SPORT SHOES 


because they're economical 


Ruffit has proved to be the most 
satisfactory, most popular, nap- 
sueded aniline-dyed leather for 
sport, spectator and all out-of- 
doors wear. Most buyers specify 


Ruffit. 
® 


SLATTERY BROS. 
TANNING COMPANY 
210 SOUTH ST. TANNERIES 
BOSTON, MASS. SALEM, MASS. 








This occasion is the annual pre-sum- 
mer festivity and get-together and, 
while it is primarily intended for the 
exchange of hospitality of all friendly 
competitors and for the cementing of 
closer friendships, conditions of the 
trade in New England will be com- 
mented on in short, brief and pithy re- 
marks by well-known authorities in the 
industry. 


Sheridan Joins Pied Piper 


Wausau, Wis.—A. J. (Andy) Sheri- 
dan, who has spent the major part of 
his business life in the study and de- 
velopment of juvenile footwear and 
has been actively engaged in the pro- 
motion and merchandising of children’s 
shoes for many years, has joined the 
sales organization of the Pied Piper 
Shoe Company. Mr. Sheridan, who is 
well known to the trade throughout 
the country, will devote his efforts to 
the Pied Piper interests in the middle 
Southwest territory. 


Lion Shoe Co. in 
New Quarters 


New York—The Lion Shoe Com- 
pany, formerly located at 145 Duane 
Street, has moved to a larger and 
more modern location at 130 Duane 
Street. The new location has been en- 
tirely remodeled and redecorated. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


the BREASTLOCK 
the HEEL 


oo UNISHANK innersoles and BREASTLOCK wood heels are two 
amg logical and practical features that progressive manufacturers 
n’s are using on women’s high heel shoes. 
the 
per The BREASTLOCK heel with its special anchoring device, to- 
oa gether with UNISHANK innersoles, gives new security against 
on “kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 
Modem style versions emphasize the importance of these two 
om- basic improvements in shoemaking technique. 
ane 
and 
_. UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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Men's Shoes 


“HIGHEST GRADE ONLY” 


EAST WEYMOUTH, MASS., U. S. A. 
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GREAT 
EASTERN 
SHOE CO. 
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Named Manager 

La Crosse, Wis.—Emmett F. Brach- 
mann, formerly with the Health-Spot 
Shoe shop in Milwaukee, has been 
named manager of the local store. 
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F. Paul Riley to Join 
Stern Bros. 


New York—F. Paul Riley, who for 
the past five years has been buyer and 
merchandise manager of the Walk- 
Over stores in the metropolitan area 
here, has resigned this position to take 
up the duties of women’s shoe buyer 
for Stern Bros., 42nd Street, between 
Fifth and Sixth Avenues, this city. Mr. 


F. PAUL RILEY 


Riley fills the post left vacant by Joseph 
McElroy, who resigned recently to go 
with the Wm. Block Co. in Indian- 
apolis. 

Mr. Riley has been with the Walk- 
Over company on Fifth Avenue for the 
past 15 years, the last five of which 
he was in charge of the ten stores in 
and around New York. 

He has always taken active part in 
shoe affairs both locally and nationally. 
He is a past-president of the Shoe 
Merchants’ Council of New York and 
at the present time is a member of the 
executive board of that organization. 
For two years running he was chair- 
man of the women’s style committee of 
the National Shoe Retailers Associa- 
tion Showing and was once general 
chairman of the style conference. 

In a recent letter to Harold C. Keith, 
president of the Geo. E. Keith Co., Mr. 
Riley said, “It would not be a human 
reaction if I were to leave this great 
business without considerable regret in 
appreciation for all that is has brought 
me. I have acquired considerable that 
no one can command:—years of fine 
background in association with such a 
fine firrn as ours; a quality of leader- 
ship that I could follow and be inspired 
to qualify for recognition; associations 
and friendships, the like of which could 
be gained in but few businesses 
throughout the country, and a whole lot 
more that words would fail me in any 
attempt to give expression to. 

With very sincere good wishes for 
ever a greater success of this splendid 
business of ours and, to you Mr. Keith, 
with appreciation for your many kind- 
nesses and in the sincere hope that I 
may enjoy your continued warm friend- 
ship, I remain, gratefully yours.” 
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RETAILS FOR 
25¢ 


KNOMARK 
WHITE SHOE SOAP 


‘IN THE DUPLEX JAR 
OFFERING 


A NEW MARKET 

A BETTER VALUE 

A LARGER UNIT SALE 
SAMPLE ON REQUEST 


KNOMARK MFG. CO. 
214 TAAFFE PLACE BROOKLYN, N. Y. 
















Heads Fund Drive 


BuFrFaLo, N. Y.—Jack Jacobs, presi- 
dent of the Buffalo Shoe Retailers’ As- 
sociation, was chosen’ to captain the 
shoe and rubber divisions for the Joint 
Charities and Community Drive this 
month. His coworkers are Walter 
Olsen, Oliver LaRue and Fred Man- 
ning. 


J. Student Manages 
New Shop 


GARDNER, Mass.— Joseph Student, 
of this city, is the manager of Student 
Bros.’ new store at 32 Parker Street, 
here. Armand H. Parent, who was 
stated in the Boot AND SHOE RECORDER 
as manager of this shop, is no longer 
with the company. 
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CAVALIER 


THE 


0) 
POLISH 


BUILDS BUSINESS 


POLISHES — CLEANERS — DYES 
FOR EVERY SHOE STORE NEED 
WRITE 


Thee BROOKMIRE 
ECONOMIC SERVICE 


Descriptive booklet of Brookmire 
Services and sample Bulletins on 
investment, business and economic 
subjects will be mailed on request. 


Kindly address Department 39 


BROOKMIRE 


Corporation—Investment Counselors and 
dministrative ists—Founded 1904 


551 Fifth Ave., New York 


; Investment 
and 


Economic 


CAVALIER-BALTIMORE, MD. 
, Counselors 














When in NEW YORK—Pick the Piccadilly 


Say “Hello” to a good “Buy!” Stay at this New, 26 
story hotel. Here, Times SQUARE is all "ROUND 
you—just a stone’s throw to “Radio City,”’ 69 theatres, 
mid-town business offices and railroad terminals. 
Patronized by shoe executives from coast-to-coast. 


$@.50 


Single 


Chain Store Efficiency 


records are made available 
to independent retailers in the 


Bright, quiet, richly furnished rooms—with baths 


—deep, soft “sleepyhead” beds and all up-to-the- 
minute conveniences. Daily rates begin as low as 


Write for reservations. Ask for a FREE copy of 
1,001 FACTS about New York City!” 


HOTEL PICCADILLY 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 
MERCHANT’S SERVICE DEPT. 





( 


209 So. State St., Chicago, Il. 





45th St., just West of B'way 





Roy Moulton, Manager 

















Buying Good at 
Chicago Showing 


CuHicaGo—lIndications that 2 promis- 
ing Summer business is ahead for shoe 
dealers was evidenced April 24 and 25 
at the regular monthly Buyers’ Day of 
the Chicago Shoe Travelers’ Associa- 
tion, which Norman H. Souther, presi- 
dent, reports the second most successful 
in point of sales in the history of the 
event. 

Buying was concentrated on wheat 
linens, chiefly with copper trim, which 
are already beginning to sell well in 
this area. A good many whites and 
combination white and brown oxfords 
were also sold. Copper calf is also 
continuing to remain a favorite. The 
organization is continuing its policy of 
furnishing free lunches to all buyers 
who register on Tuesday morning, the 
second day of the show. 


Forbstein Named Director 


PROVIDENCE, R. I.—Irwin S. Forb- 
stein, manager of the women’s, men’s 
and children’s shoe departments at the 
Outlet Company department store here, 
was named a director of the company 
at a recent meeting of the stockholders 
of the company. 

Mr. Forbstein has served as manager 
and buyer of the shoe departments in 
this store for the past 15 years. 


Joins Forest Park Force 


Roy F. Schneider, well known to shoe re- 
tailers and shoe buyers of the East, has 
recently joined the sales staff of Forest 
Park Shoe Company, whom he will repre- 
sent in New York, New England and ad- 
jacent territory. Mr. Schneider was until 
recently associated with Sherwood Shoe 
Company, of Rochester, N. Y., and before 
that was stylist and sales manager for John 
Kelly, Inc., also of Rochester. 


Course for Shoe Retailers 
[CONTINUED FROM PAGE 26] 


series of lectures,” Mr. Brouwer said. 
“All the students said that if a course 
were offered again, they would be 
interested in taking it.” 

Besides shoe salesmen and retailers, 
among those interested in the course 
were school teachers, physical directors 
and a nurse. The fact that such a 
course was successfully conducted is 
a tribute to the perseverance of Mr. 
Brouwer, who is recognized as one of 
the nation’s leading foot research spe- 
cialists, and the foresight of Dr. Clar- 
ence Dykstra, president of the Uni- 
versity of Wisconsin, in recognizing the 
need for such a course. This advance 
step demonstrates that Wisconsin is 
leading the nation in a movement 
which should be profitably copied in 
every state, Mr. Brouwer believes. 


Sandals for Summertime 
[CONTINUED FROM PAGE 45] 


miles with never a murmur. A dashing 
bucko in black, blue, brown or white 
. . . $9.75. The perfect score in golf 
shoes ... all brown elk or brown and 
white . . . $9.75.” 

So the trend of current advertising 
and promotion runs strongly to outdoor 
types of shoes, with all indications 
pointing to a continuance in that di- 
rection over the next ninety days. 
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St. Louis Shoes 
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CANCELLATIONS 
JOBS AND SAMPLES 


AT A PRICE 


We are the largest distribu- 









tors of top-grade current 
shoes from leading St. Louis 
factories exclusively. 
$6 to $10 shoes to retail 
profitably from $2 to $4 


M. K. WEIL SHOE CO. 


1326 Washington Ave., St. Louis, Mo. 
The only house of its kind in St. Louis 


WHILE IN TOWN SEE WEIL - - - 
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Luxurious Seating 
COMFORTABLE ¢ COLORFUL 
















Te match your store color scheme. 
? Prices you can afford te pay @ 
Write fer catalog. 


INTERNATIONAL 







RAT 





Ww ash Ave 


















Wilson Store Reopened 


MUSCATINE, IowA—The Wilson Shoe 
Store at 127 East Second Street, has 
been formally reopened, following the 
completion of an extensive moderniza- 
tion program. The store has been a 
Muscatine business establishment since 
1854, 














Masterson Elected to 
Executive Committee 


Boston, Mass. — At the monthly 
meeting of the executive committee of 
the Boston Shoe Travelers’ Association 
held on April 23, 1938, Francis B. 
Masterson was elected a member of 
that committee. 














F. B. MASTERSON 


Mr. Masterson is recognized as one 
of the most efficient executives in the 
industry, being treasurer of the Hub 
Shoe Company, Lincoln Street, Boston. 
Besides this he is president of the 
Boston Boot and Shoe Club and the 
National Shoe Wholesalers’ Associa- 
tion. 


Crosby Square Adds 
to Sales Staff 


MILWAUKEE, Wis.— The House of 
Crosby Square, a division of the Mid- 
States Shoe Company, have added six 
new men to their sales staff, which 
brings the total to 32 men. Five of the 
six new men are traveling in western 
territories. They are as follows: Sam 
Keisling and Ralph Pettit, southern 
California; Harry Fleishman, northern 
California; Harry Wirt, Montana, and 
L. C. Harper, the Rocky Mountain 
States. 

Herbert Gardner, general manager of 
the Mid-States Shoe Company, has 
recently returned from a trip to the 
Coast, where he was pleased with the 
reception the new Fall line received 
and also the distribution that the com- 
pany now enjoys in that territory. 








Springgate with Rice-O’ Neill 

St. Louis, Mo.—Don H. Springgate 
has recently joined the selling staff of 
the Rice-O’Neill Shoe Company. He 
will cover the northeast section of the 
eountry, including New England, New 
York and Philadelphia. 
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NECESSITY! 
You'll Say So 


—_—JPOPULAR 
Too iz Style—in a} 



















The Original Colt 


NORWEGIAN 
SPORT SLAAK 


IN STOCK : 

Never before has a more sensible 
style of shoe become so popular, 
and that is why men have taken 
to them so quickly. Men like the 
idea of wearing them outdoors and 
being smartly attired, too! Don’t 
fail to send immediately for our 
catalog M-26 showing these 


and Many Other Genuine 
Moccasin Innovations 


OLT EST. 1899 


ROMWELL CO., Inc. 
STOUGHTON, MASS. 





























Mr. Springgate was formerly with 
the Florsheim Shoe Company, where 
he carried their women’s line since its 
inception. Prior to his Florsheim con- 
nection, he ‘represented the Fairfield 
Shoe Company, a branch of the H. C. 
Godman Company, calling on the vol- 
ume trade. 

Mr. Springgate’s father, up until his 
death two years ago, was an executive 
of the Godman Company. 


Holds Fall Sales Meeting 


St. Louis, Mo.—The new Fall line 
of Winthrop Shoe Company was out 
early this year, April 25. Winthrop 
held its sales conference the week of 
April 18, at which time the road men 
received their new samples and studied 
the Fall merchandising plans. The new 
line is broader, has’some new wood, 
and an array of new patterns. Robert 
Schaffer, sales manager, states that 
they will continue their policy of pro- 
moting theme shoes and of actively 
cooperating with Winthrop dealers in 
merchandising efforts. 

For Fall, Winthrop has develope: 
four cleverly designed traveling win- 
dow displays, one of which is specially 
built to feature the Slack pattern. In 
addition, Winthrop dealers will receive 
reader-type window cards, enlarged, 
mounted reproductions of ads and the 
ever-popular Winthrop book matche:. 







a 2 oe ae Ce ae ee 


_. 








BOOT ann SHOE RECORDER, May 7, 1938 


| Shoe Fashion 


drawn out and costly—but it will be 
cured. 

“But there is a more genteel type of 
parasite—that of an accepted retailer 
who buys a Guild model in limited sizes, 
and immediately turns it over to a non- 
member manufacturer who reproduces 
it for one to two dollars less per pair. 
He can, since he doesn’t support a 
$50,000 designing department of his 
own. And, too, THERE IS SCARCE- 
LY ANYTHING THAT SOME MAN 
CANNOT MAKE A LITTLE WORSE 
AND SELL A LITTLE CHEAPER. 
THE BUYERS WHO CONSIDER 
PRICE ONLY ARE THIS MAN’S 
LAWFUL PREY. In this field, we re- 
tailers can be helpful—and may I say 
more honorable. The Shoe Guild is 
vitally important to us shoemen who 
dress truly smart women. Women who 
are up on their toes and right on their 
clothes. The Guild manufacturers are 
our only source. We depend on them, 
they depend on us. It behooves us to 
protect them to the best of OUR 
ability. 

“What has the Guild really done for 
retailers? Speaking as one, I say, 
MUCH. Today we can buy a model 
with greater assurance of exclusive- 
ness than ever before. The rapidity 
with which these shoemakers change 


51 


Creations Deserve Protection 


[CONTINUED FROM PAGE 32] 


fashion has created new shoe-interest 
among consumers. The fashion ideas 
are daring—revoluiionizing—and most 
important of all, intriguing to the 
woman with money to spend. The very 
newness of the shoes, plus safer ex- 
clusiveness, allows a mark-up that 
gives the retailer a real profit. And, 
after all, the applause goes to profit in 
business. In the main, Guild members 
are only concerned with high fashions 
and high quality. They cater to a 
mere 2 per cent of the feet to be shod. 
If we don’t support these style pacers 
today, where will we turn for fashion 
excitement tomorrow? 

“These United States are 162 years 
old, and considered young. The Guild 
is a mere babe in arms—scarcely five 
years old. There is much left to be 
desired in it as in any form of govern- 
ment or cooperative. There is the usual 
boring from within, and there is the 
unfailing and challenging criticism 
from without. And, as I said before, 
there is the headache caused by the 
parasites. The largest-selling book 
throughout the civilized world is the 
Bible. One of the first books of the 
Bible is called Deuteronomy. Therein, 
you will find the Ten Commandments. 
Today, I recommend to you the Eighth 
—THOU SHALT NOT STEAL. A 


little common honesty and common 
decency will go a long way toward 
furthering the success of this organi- 
zation. Your very presence here proves 
you wish it. 

“Tt seems to me that Guild manufac- 
turers should cease being modest. They 
should make themselves known to the 
ultimate buyers. Women like to know 
the pedigree and source (especially if 
the source is impressive) of their 
clothes. Is there a woman who isn’t 
awed by an original Chanel? Why not 
make that same woman conscious of 
the most outstanding shoes in the 
world. Personally believing in identi- 
fying merchandise, I suggest that these 
gentlemen label each and every pair of 
their shoes, ‘CREATED BY THE 
SHOE FASHION GUILD.’ 

“Addendum—I’m inclined to think 
that too many of us consider these 
gatherings a Shoemaker’s Holiday. We 
come, we look, we are generously enter- 
tained. In many cases, we only return 
praise. Words are easy. They do not 
give the necessary nourishment or en- 
couragement that this organization de- 
serves. Let us be more concrete in our 
appreciation. Let us remember, a little 
sizing now and then is relished by these 
worthy men.” 





Dayton Retailers Meet . 


DayTON, OHIO—“Don’t use a display 
window as a dumping ground for your 
mistakes,” was the advice given to 
members of the Dayton Shoe Retailers’ 
Club by Everett Quintrell, president 
of the Dayton Display Men’s Associa- 
tion and winner of numerous national 
and international window display 
prizes, who spoke before the group dur- 
ing its recent dinner meeting. 

“There are more people window shop- 
ping than ever before,” said Quintrell, 
“and we must make our window dis- 
plays as attractive as possible if we 
are to gain the most out of them. When 
you have stopped the passerby with 
your display, half the battle is won. 
The next thing you want them to do 
is to come into your store and buy what 
you have advertised in your window. 

“Every retailer should hookup his 
window display with the inside of the 
store. In other words, there should 
be a display, prominently located, of 
the same merchandise that you have 
in your window. Too many retailers 
overlook this important point and thus 

_Miss out on extra sales. 

“Years ago, the retailer could put 
anything in his windows and get by 
with it, but not today. Each window 
must have a definite sales message and 
appeal. The idea of trying to put the 


whole store in the window is pure folly 
and a waste of valuable advertising 
space.” 

John Santry, of the Walk-in Shoe 
Company, and B. W. Hunter, of the 
Rele-Royal Shoe Company, were among 
the visitors attending the dinner meet- 
ing. The next session of the club will 
be held May 11, to which all traveling 
shoe men are cordially invited. 

Ralph Eugene Blake, new manager 
of the Dayton Nisley’s shoe store, was 
introduced by President M. H. Riggs 
as a new member of the club. Blake 
succeeds George Arthur Bauman, trans- 
ferred to manager of the Toledo Nis- 
ley’s store. 


Organize New Company 


TuscUMBIA, ALA.—The Muscle Shoals 
Shoe Manufacturing Company has been 
organized here. It is a $100,000 cor- 
poration and proposes to build a plant 
to employ about 300 persons. 

The organization is headed by James 
F. Fitzgerald of St Louis who is presi- 
dent. Other officers are: Louis Timeus, 
Kinswick, Mo., first vice-president and 
director; William Mutchler, St. Louis, 
second vice-president and director; Carl 
Timeus, Kinswick, Mo., secretary-trea- 
surer and director and Ellis M. Dun- 
navan, St. Louis, director. 


Shoe Club to Elect Officers 


New YorkK—The Shoe Club of New 
York will hold an open dinner meeting 
on Tuesday evening, May 10, at the 
McAlpin hotel, at 7 p. m., at which the 
election of officers will take place. 

Following the meeting and election 
of officers, an interesting entertainment 
program has been planned with several 
well known entertainers on the bill. 
The entire evening will be of much in- 
terest to all shoe men and their friends 
whether or not they are members of 
the Shoe Club. 

Another unique and generous feature 
is the offer of the Shoe Club to share 
in the expenses of the evening. The 
dinner, regularly $2, will cost only $1. 


Iowa Retailers to Meet 


Des MOINES, IowA—A special meet- 
ing of Iowa shoe retailers has been 
called for Sunday noon, June 12, for 
the purpose of reorganizing the State 
association of shoe retailers, it is an- 
nounced by H. A. Alexander, of the 
Field Shoe Co., president of the Des 
Moines association of shoe retailers. 
The meeting will take the form of a 
luncheon at the Hotel Fort Des Moines, 
and is to be held at the same time of 
the annual June Shoe Fair. 
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Award Prizes to 
Sales Contest Winners 


St. Louis.— The Wolff-Tober Shoe 
Manufacturing Company topped off its 
recent Fall Sales Conference with a 
dinner at the Jefferson Hotel, Saint 
Louis, April 28. Sam Wolff states that 
this event marked a new high in the 
development of the fine coordination be- 
tween the various departments of the 
factory and the sales force; that every 
member of the force departed with his 
new line highly enthusiastic over the 
possibilities for Fall. 

During the conference, Mr. Wolff 
announced the results of the past sea- 
son’s New-Account Contest. Every 
man on the sales force showed a gain 
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over the previous year; their combined 
sales showing a gain of 56 per cent 
over a year ago. 

Handsome cash prizes were awarded 
to Jimmy Thompson, who showed the 
largest increase in business, and to 
Bill Bressler who landed the largest 
number of new accounts for the season, 
and to Ed Keleher who was the second 
man on increased volume. 

The boys left for their respective ter- 
ritories on April 30 with the exception 
of Bill Bressler, Jimmy Thompson, 


Nathan Marlow and Max Abramson 
who went direct to the Guild Show. 
Jimmy Thompson covers the East 
North Central territory. Bill Bressler 
covers the Eastern territory. C. “Hank” 
Nylander covers the North Central 


States of Illinois, Wisconsin, Minnesota, 
Iowa, Kansas and Nebraska. Ed Kele- 
her travels from Denver West. Nathan 
Marlow covers the Southeast, and Max 
Abramson, the Southern States. 

In analyzing the company’s progress 
during the past season, Mr. Wolff at- 
tributes it to hard work, closer co- 
operation throughout the organization, 
faster styling, sound shoemaking and 
prompt deliveries. 


Stock Damaged by Fire 
Detroit, Micu.—Fire, originating in 
the basement of the store occupied by 
the Wise Shoe Company, 1059 Wood- 
ward Ave., recently, caused a slight 
damage to the stock, according to Harry 
Goodman, assistant manager. 





Sales of Independent Shoe Stores in March 


As compiled by the Bureau of For 


eign and Domestic Commerce, 


Department of Commerce, Washington, D. C. 





Sales Reported 
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Mayor to Welcome Midwest Shoe Fair 


SMe eet 


Ira Longini, chairman of the publicity committee at last year’s Midwest 
Shoe Fair, checks the measurements of a few of the shoe models. 


CINCINNATI—Mayor James Stewart 
of Cincinnati, has definitely promised 
to be in attendance at the luncheon 
meeting to be held on Monday, June 6, 
at the Midwest Shoe Fair. Mayor 
Stewart will give a short welcoming 
address to the shoe men. Those who 
have had an opportunity of hearing 
him speak know that he is a fine 
speaker and that he will be well worth 
hearing. 

Arrangements are also being made 
to have several other speakers at the 
luncheon. Included among these will 


be one man prominent in the shoe in- 
dustry as well as a nationally known 
economist from a nearby university. 
Definite announcement of these speak- 
ers will be made in the near future. 
Plans are under way for an interest- 
ing entertainment and style show under 
the direction of a committee headed by 
Tom Kilcrease, chairman. The style 
show was one of the outstanding fea- 
tures of last year’s program; and this 
year’s affair is expected to eclipse the 
elaborate revue staged in 1937. 





Vitality Salesmen Meet 


St. Louis, Mo.—The sales represen- 
tatives of the Vitality Shoe Company 
met in St. Louis recently and received 
their lines of women’s, men’s and boys’ 
and children’s shoes for the new Fall 
season. 

A most enthusiastic meeting was re- 
ported, and the new lines were voted 
the most replete in scope of style and 
character of any heretofore presented. 

New lasts have been added at many 
important points in the lineup, and 
Sbicca-Delmac construction introduced 
into all shoes in the featherweight line. 
Slight price revisions were announced. 

On Monday night a dinner was ten- 
dered all salesmen and a large group 
of visiting customers, at which occa- 
sion the new Fall patterns were dis- 
played on models, using a runway that 
extended the length of the banquet 
hall. As each pattern passed in re- 
view, Charles E. Goodrich, Vitality 
stylist, explained the spot it held in 
the planning of the balance of the Fall 
setup. Each model carried a card nam- 
ing the pattern, the last and the heel 
height of the shoe she was wearing, 
so that it was easy at all times for 
those in attendance to identify the 


styles and to make notes on their pro- 
grams that would be interesting for 
their later reference. 

The dinner and style revue was also 
largely attended by officers and direc- 
tors of the International Shoe Com- 
pany, and Wm. H. Moulton, president, 
spoke a few words to those assembled. 

A. B. Fletcher, general manager of 
the Vitality branch, presided, and C. L. 
Hein, sales manager, presented the 
visiting merchants and the Vitality 
sales force. R. E. Clark, merchandise 
manager, J. L. Johnson, advertising 
manager, and R. A. Black, Jr., who 
merchandises and styles men’s shoes, 
were other members of the Vitality 
executive staff in attendance. 

The following Vitality sales repre- 
sentatives were present: 

M. P. Bringardner, Indiana, Michi- 
gan; J. R. Burriston, California; R. 
C. Farrar, Texas; J. W. Field, South- 
ern States; R. D. Fletcher, Rocky 
Mountain States; W. J. Harney, Ohio; 
W. L. Jonakin, Virginia, West Vir- 
ginia, Kentucky, Maryland; J. L. Locke, 
Southeastern States; J. G. Mazur, IIli- 
nois, Iowa; A. R. Moore, Minnesota, 
Wisconsin, North and South Dakota; 
W. M. O’Bryen, Missouri, Kansas, Ok- 
lahoma; Larry O’Connor, Eastern 





They re ON— 
They're OF F 


The answer to a 
Rider's prayer. Boots 
that go on and off 
easily yet fit per- 
fectly. 


Another 


COLT SUCCESS 


IN STOCK 


A new style that will set the pace and keep 
the lead for years to come. his feature is 
included in the Famous Colt popularly priced 
line of Riding Boots for both Men and Women. 
Write today for catalog B-21 showing these 


and Many Other Types 
of Fine Quality Boots 
OLT 


ROMWELL CO., Inc. 
STOUGHTON, MASS. 


EST. 1899 

















Pennsylvania; A. W. Shaw, New En- 
gland; H. E. Summers, Western Penn- 
sylvania; J. C. Thomas, New York 
State; A. K. Umphrey, Northwest; 
M. A. Weiss, Greater New York area. 


Manning with U. S. Rubber 


CHARLOTTE, N. C.—W. G. Manning, 
formerly connected with the Carolina 
Shoe Company of this city, has joined 
sales staff of the U. S. Rubber Prod- 
ucts Company in the clothing and foot- 
wear departments. His territory will 
be the western part of North Carolina 
and his headquarters will be in Char- 
lotte. 

During his time spent with the Caro- 
lina Shoe Company where his duties 
consisted of supervising and selling in 
retail shoe stores and promotion work, 
Mr. Manning acquired good experience 
that is of benefit to him in his new 
position. 


Popular at Chicago Showing 


CHICAGO—Most popular new item 
in the Sandler Company shoe line at 
the April Buyers’ Day of the Chicago 
Shoe Travelers’ Association was the 
Fiesta, reports Ira Mack, Chicago rep- 
resentative. This is an open-heel per- 
forated oxford and contains hand-lac- 
ing between the sole and the upper 
part of the shoe. It comes in all-white 
(which was the best seller), white and 
brown, and white and blue. 
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Beesfted Worle 





SALESMAN WANTED 


»FOR SALE 


POSITION WANTED 








SALESMEN WANTED 


Arkansas, Mississippi and Louisiana. 
Also Alabama, Georgia and Florida to sell 
an in-stock line of High Styled Women’s 
Novelty Sandals to retail at $3.00 to $4.00. 
Must have established trade. 
accounts sold with references. S| y com- 
mission. Can be carried with non-conflicting 
line. 

HANNAHSONS SHOE COMPANY 
Haverhill, Mass. 


ESTABLISHED Shoe Store, City 125,000 
Population, Illinois, with or without stock, 
reasonable rent. Address F-782, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


STOCK and Fixtures of a long establishsed, 
going, paying, shoes, rubbers, men and boys 

furnishings store, with or without property, 

retiring. C. B. Bierman, Fleetwood, Penna. 











WANTED 


Shoe salesman for Brockton line of men’s 
welts to retail at $3.00 to $4.00. One who 
is accustomed to selling volume users only. 


Address F-776, Care 
BOOT & SHOE RECORDER 
239 West 39th Street 





New York, N. Y. 








GALESMEN wanted to sell to shoe manufac- 
turers and allied trades in exclusive synthetic 
gold and silver kid leather that is stainless and 
scuff proof and other exclusive products. State 
background. Territory both New York City 
and out of town. Address F-785, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


GALESMEN to carry most distinguisshed line 
of cork sole sandals for men, boys, and chil- 
dren. All territories open. State experience. 
Commission basis. Address F-783, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 


IDELINE SALESMEN WITH FOLLOW- 

ING AMONG SHOE BUYERS. New white 
powder shoe cleaner in handy container. Cleans 
better, faster. UNITED STATES PATENT 
PENDING. Proven seller. Restricted terri- 
tory. Credit for mail orders. Only those ap 
plications considered which give name of line 
now carried. This information confidential. 
BRINNON-ROSS, INC., Newton, Kas. 








2 





FOR RENT 


BAYSIDE—Modern store, best location, Main 
Street. Suitable for family shoe store. 
Reasonable rent. Inquire: Abner Siegel, 605 
Lexington Ave., New York City. 











WANTED TO LEASE 


WANTED TO LEASE—Shoe Departments in 

Popular Priced or Better Grade Department 
of Specialty Stores in Southeastern States by 
concern now operating departments in best stores 
in Southeast. Planning on expansion for Fall. 
Address F-779, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 





BUSINESS OPPORTUNITY 


MANAGE your own store. A _ complete 
novelty shop set-up, requires two to three 
thousand dollars cash depending on size of stock 
and town. Towns in Michigan, Indiana. Ad- 
dress F-780, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








AMBITIOUS 
YOUNG MEN 
WANTED! 


The time is right to go into busi- 
ness!!! 

Our new Plan makes it possible 
to start on limited capital. 

Only reliable and experienced 
shoe men considered. 

All applications confidential. 


Write Box No. F-777 
BOOT & SHOE RECORDER 





208 S. State St., Chicago, Illinois 

















Nunn Speaks at Meeting 


Totepo, O.—Henry L. Nunn, of the 
Nunn-Bush Shoe Co., was one of the 
principal speakers at the 44th annual 
meeting and business forum of the 
Toledo Chamber of Commerce, recently, 
and his words were broadcast over 
WSPD, Toledo, which carried the pro- 
gram for an hour. Though Mr. Nunn 
gave no panacea for labor rates or 
wages, he gave an interesting story of 
his company’s wage plan and other 
annual wage plans. He did not suggest 
that his plan will work in every in- 
dustry, but pointed out its success with 
his own company. 





POSITION WANTED 


By quality man to supervise production 
and style in quality shoe factory. Well 
known everywhere in U. S., 30 years 
experience in every process in finest 
factories. Best of references. 
Address F-771 

Care Boot & Shoe Recorder, 
West 39th St., New York, N. Y. 











YOUNG man of. thorough experience, desires 

position with foot appliance company. New 
York state preferred. Address F-778, care Boot 
& Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 





SHOE salesman, retail, on women’s $3-$6 shoes, 
looking for a steady position. 24 years of 
age. Seven years’ selling experience. Will con- 
sider any steady sales position—regardless of 
salary—anywhere. Would also be willing to 
break in as wholesale shoe salesman or in the 
men’s line. Really desirous of future. Address 
F-784, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 





EXPERIENCED SHOE WINDOW 
DRESSER. New ideas for attractive win- 
dows. Very well recommended. Solicit free 
lance work or steady employment. Willing to 
go out of town if necessary. JACK MANHEIM, 
218 KINGSTON AVE., BROOKLYN, N. Y. 
Phone SLocum 6-6241. 





ETAIL Shoe Salesman—Pacific Coast experi- 

ence—Desires connection with New York 
firm. Address F-775, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 





DISPLAY EXPERT on Men’s and Women’s 
Shoes—with a new slant on window styling 
that will definitely set the pace for more sales. 
Available to go anywhere—chain or large shoe 
store. Best references. Address F-781, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








Heavy Crepe Soles 
Selling Good 


DayTON, OHI0 —Crepe-soled shoes, 
both in men and women’s styles, ap- 
pear to be making a decided hit in this 
city and retailers are expecting to 
handle a volume this year larger than 
a year ago. One dealer reports receiv- 
ing 15 pairs as an advance shipment, 
with only three pairs remaining unsold 
within a week’s time. 





mum charge, 7 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
5 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge, $1.25. 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 46 words. 


Classified advertising is payable in advance. 
i Advertisements for this page must be in our New York office on Friday of the week preceding publication. “4 
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WANTED TO PURCHASE 








ty, Arch’ er, 
tonians, Stetson, Red Cross, Nunn-Bush, Ete. 
IBVIN BUBIN 
“The House of Jobs”’ 
89 Reade St., Cor. Church 
Phone Barclay 7-7887 New York City 








Buyers of Surplus Stocks 
from manufacturers, jobbers or retaliers. 
QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone WOrth 2-5377 and 5378 











SHOE STOCKS BOUGHT 
Complete or Part 
Wholesale or Retail 

BARIS SHOE COMPANY, Inc. 


79-81 READE STREET, NEW YORK, N. Y. 
Telephone WORTH 2-5180-5181 

















Returns from Abroad 


NEw YorRK—Fred Ullman, well- 
known shoe designer of this city, will 
return to the United States from Eu- 
rope on May 16, on the Normandie. 
Mr. Ullman has been abroad during 
the past two months gathering new 
ideas in shoe design. He is bringing 
back several new evening and sport 
shoe types of which he is particularly 
enthusiastic. 


Moving Display Attracts 
Attention 


CLEVELAND, OHIO — Walking models 
in one of the Euclid Avenue display 
windows of the William Taylor Son & 
Co., Cleveland, spurred footwear busi- 
ness for that store. The models were 
completely hidden, except for lower 
legs and feet, by attractive paneling. 
Live models showed millinery in an 
adjoining window with only the heads 
showing, thus demonstrating the top 
and bottom of attire effectively. 


New Store at Cleveland 


CLEVELAND OHIO—A new Flagg Bros. 
shoe store was opened at 737 Euclid 
Avenue, Cleveland, recently. J. A. 
Renick, formerly with Flagg at De- 
troit, is manager of the store and Fred 
Mason is assistant. The regular Flagg 
line of men’s $4 shoes will be handled. 

Burgundy and buff are predominat- 
ing colors inside and out. The exterior 
is of Carrara glass, with eye-level win- 
dows, and large red neon sign above. 
The interior boasts modernistic hang- 
ing lights, upholstered metal furni- 
ture, open stock shelves, birch panel- 
ing, buff sidewalls and long indirect- 
light display niches at each side. 


MERCHANTS’ NEEDS 


MERCHANTS’ NEEDS 








The Complete Line oj 
SPATS AND 
SHOE ORNAMENTS 
including our 

Most 


Successful 
ZIPPER SPAT 


Manolis Manufacturing Co. 





Representatives Wanted 








BUSINESS OPPORTUNITY 








U CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can astens to. No capi- 
tal required or goods t y; no agency 
or soliciting. Fetaviishea” 1894, Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











Fkennox 


SAINT LOUIS 





Opens Second Store 


DETROIT, MicH.—Cornell’s Shoe Salon, 
Inc., recently opened at 13339 Wood- 
ward Avenue, has added another at- 
tractive bootery to the popular north 
end business section. Maurice Siden 
is head of the company. Mr. Siden has 
been in the shoe business for the past 
twenty years, operating as the Siden 
Boot Shop, Inc. 

The new firm handles only ladies’ 
medium-priced shoes. Lewis Silver, for 
many years with Russek’s and Baker’s 
on Woodward Avenue, is manager. 

The new shop is spacious and equip- 
ped with the most up to date features. 
The color scheme is buff and blue. 
Furniture is in chromium with blue 
leather. A modernistic oval front makes 
a pleasing street display, augmented 
with Neon lights with three inch let- 
ters in aqua. 








INCREASE YOUR SALES 
with the original 
— DOCTOR SHRINKERS 


ADDITIONAL SALES are 
made when you obtain the 
confidence of your customers 
by giving those hard-to-fit- 
feet a perfect fit. Our Shrink- 
ing Devices, when used with 
our specially prepared fluids. 
give the proper fit to shoes 
which fit large around the 
top, slip at the heel, or gap 
at the sides. Any fullness 
or wrinkles in leather or 
fabric are easily shrunk 
without harm. 


Send your order or write for detail information. 
Special combination offer $25.00 (fluids in- 


cluded in above prices) f.o.b. Indianapolis, 
indiana. 


E. C. SMELTZER CO. 


121 KE. Sist Street, Indianapolis, Ind. 





ADVERTISING 
TLOIMNIC 


LEAR®. 


IF you are an executive, a junior 

executive, or a person with good 
background, you will find the Vincent 
Edwards Correspondence Course in 
Advertising educational: interesting: 
valuable! 


It is a high-grade course, on an im- 
portant subject, the knowledge of 
which will make you a more effective 
business person. 

It teaches how to write: it teaches 
advertising: it teaches merchandis- 
ing: it develops clear thinking on busi- 
ness subjects. It is an advanced course 
for mature people. 

Write today for the free booklet 

. . it is interesting, inspiring and well 
worth reading. 


VINCENT EDWARDS 
ADVERTISING COURSE 
342 Madison Avenue New York City 

















Returns to Saxon-Collins 


CotumsiA, S. C.—Walter Merry has 
returned to Columbia to resume his 
connection with the men’s shoe depart- 
ment of the Saxon-Collins Shoe Com- 
pany. He has been located in Augusta, 
Ga. 
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Tanners to Meet 
May 12 and 13 


New York—The Tanners’ Council 
of America have issued the following 
statement and program regarding 
their annual meeting to be held on 
May 12 and 13, at White Sulphur 
Springs, West Va.: 

“The date for the Spring get-to- 
gether of the Tanners’ Council of 
America at The Greenbrier, White 
Sulphur Springs, May 12 and 13, pro- 
vides an opportunity to enjoy a brief 
and interesting meeting as well as 
respite from business cares, since the 
meeting falls on Thursday and Friday, 
members of the leather and allied in- 
dustries may find it possible to stay 
over the weekend with a minimum of 
inconvenience. 

“Reservations for the weekend as 
well as for the meeting days should 
be made immediately, by writing to 
The Greenbrier Hotel, White Sulphur 
Springs, West Virginia.” 

The following is the program as 
outlined for the two-day meeting: 


Thursday, May 12, 1938 


9.00 a. m. Registration. 

10.00 a. m. Open Meeting. 

10.05 a. m. “Price Problems”—Carl 
F. Danner, Chairman of Board. 

10.20 a. m. “The Statistical Position 
Today”—Edward L. Drew, Statistician, 
Tanners’ Council. 

10.35 a. m. “Consumption Prospects” 
—Irving R. Glass, Economist, Tan- 
ners’ Council. 

10.50 a. m. “Controlled Inventory 
Policies’—Merrill A. Watson, Execu- 
tive Vice-President. 

11.05 a. m. “Your Laboratory”—Dr. 
Fred O’Flaherty, Director, Research 
Laboratory. 

11.20 a. m. “Legislative Develop- 
ments Affecting the Leather Industry” 
—Victor G. Lumbard, Chairman, 
Washington Committee. 

11.35 a. m. Discussion. 

12.00 p. m. Adjournment. 

Afternoon. Recreation. 

7 to 9 p. m. Board of Directors 
Dinner. 

Friday, May 13, 1938 


8.30 a. m. Breakfast Meetings: Lab- 
oratory Comm. & Laboratory Found., 
Trade Survey Committee, Hide Com- 
mittee. : 

10.00 a. m. Group Discussions: Bag 
& Strap, David L. Stern, Chairman; 
Calf Tanners, Victor G. Lumbard, 
Chairman; Goat & Cabretta, F. Stur- 
gis Stout, Chairman; Harness, Fred 
A. Hermann, Chairman; Sheep & 
Glove, Michael F. Flynn, Chairman; 
Sole & Belting, Everett W. Pervere, 
Chairman; Side Upper Groups Com- 
bined: Marcus C. Weimar, Chairman, 
Western Group; Willis E. Thorpe, 
Chairman, Eastern Group; Upholstery, 
Alvin J. Swedenborg, Chairman. 

12.00 p. m. Adjournment. 

6.00 p. m. Presentation of Golf 
Prizes, Club House—Major Joseph W. 
Byron, chairman, Golf Committee. 
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» Gagn7 omme. 


BOOTS AND SHOES 


ARNOLD, M. N., SHOE CO., So. Weymouth, Mass. .............02 cece eees 39 
CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass..............--6--- +e sees 48 
COLT-CROMWELL CO., INC., Stoughton, Mass................0eeeeeeeeeees 50, 53 
CONNELL, J. M., SHOE CO., S. Braintree, Mass. ............:ccc cee ee cece eeees 46 
DANVERS SHOE CO., Manchester, N. H. ............0.eecceeeeeeeeeeeeeeeees 46 
ENDICOTT JOHNSON CORP., Endicott, N. Y... 2... 0... .. ese ceeeeee eee eees 4, 5 
ENNA JETTICK SHOES, INC., Auburn, N. Y................cceeeeeeeeeeeeeee 25 
FREEMAN SHOE CORP., Beloit, Wis. ............ ...-scsccecceeeeeeereees 12 
GERBERICH-PAYNE SHOE CO., Mt. Joy, Pa. .............005 ceeeee Back Cover 
GREAT EASTERN SHOE CO., Boston, Mass. ...............0seeeeeeeeeeeeeees 48 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind....... Front Cover 
MONDL MFG. CO., Oshkosh, Wis... 2. ...6..cccccnccccsccccccsccnccececeseecs 16 
MRS. DAY’S IDEAL BABY SHOE CO., Danvers, Mass................2.00005 44 
TURE, COVED) Ti, TOO, PURGE oe ooo ick isie cs cacdececpececcveeceeccedoos 44 
Ware. Oeor CO. Salemi, Wimeas soins oe ec tncc va cecccccesvovesecess 44 
PEDICRAFT SHOES, Philadelphia, Pa.................... cece eeeee cee eeeees 44 
POSNER, DR. A., SHOES, INC., New York City ................0cceeceeeeeee 43 
EPTRNEIRR ACI, MINNIE, MRIS aos = dna 05 oles Spin sin Sete ewe ci dee gasee Seeseee 6 
WEIL, M. K., SHOE CO. St. Lowis, Mo... 2... sec eee cece becceueeveeses. 50 
LEATHER AND OTHER MATERIALS 
COLONIAL TANNING CO., Boston, Mass. .. ............2eeeeeeeeeees 2nd Cover 
ENGLAND-WALTON DIV. OF A. C. LAWRENCE LEATHER CO., Boston, Mass. 40 
EVANS, JOHN R., & CO., Camden, N. J. .................4. desde tetas ss 8,9 
LEVOR, G., @'GO. INC. New York City... ......... ccc ccccccccnccccccccs os 23 
OHIO LEATHER CO., Girard, Obiio.......... 0. ccc ccc ccc ccc cece cece ccccee 10 
RICHARD YOUNG CO., New York City .. ........... 0. cece cee ee eee eeeeeees 38 
SLATTERY BROS. TANNING CO., Boston, Mass. ............00eeeceeeeeeeees 46 
SURPASS LEATHER CO., Philadelphia, Pa. .................2ceeeeeeeeeceees 38 
ZIEGEL-EISMAN CO., Boston, Mass. ...............00 ceccccvvcccccctteceess 38 
MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 
CAVALIER CORPORATION, Baltimore, Md. ................. Gia Rae Sete ss « 49 
COMPO SHOE MACHINERY CORP., Boston, Mass. ..............ee00+ sees ] 
DU PONT, E. I. DE NEMOURS & CO., INC., Arlington, N. J. ..............2.. 31 
EVERETT & BARRON CO., Providence, R. I. ............ cc ccceeeeeeeeecees £2 
KNOMARK MFG. CO., Brooklyn, N. Y............... ccc cece eee ceeeeeeeeeees 48 
LITTLEWAY PROCESS CO., Boston, Mass...............ccccccevecccccccceess 35 
PANTHER-PANCO CO., Chelsea, Mass. .............0ccceceeccceecceees 3rd Cover 
EAM IEy: Ries MUOMOEINO Rao oa on iS os ce cc eek ace canevbousees Mita eee 7 
UNITED SHOE MACHINERY CORP., Boston, Mass. ...............+.: 36, 37. 47 
STORE EQUIPMENT AND ACCESSORIES 
TRO Wes Paw COs ee Cer TT in oi oiiig kv aes cscccwdscccdsccccess 48 
INTERNATIONAL SEAT CORP., Chicago, Ill. ...............cc cece ee eeeeees 50 
MANOLIS MFG, CO, Chicago. TM oii o5 cee. koa ies cc cet caus ceeceecs 55 
SCOTT FOOT APPLIANCE CO., Omaha, Neb. ................0seeeeeeeeees . 
SMELTZER, E. C., CO., Indianapolis, Ind....................c.ceeeeeeeeceeeee 55 
WIGhED GOMPANYS; St. Tate Ma. ccs ai icv ioc vikcdc ide rcetckeccscess 27 







MISCELLANEOUS 
BARIS SHOE COMPANY, New York City................... cc ceecceeccceeees DD 
BROOKMIRE CORP., New York City ...............cccccccccccccceeccceeece 49 
HOTEL: LENNOX, St. Lowis, Mo. o.oo cee chek cece ccc kccceccee . 55 
HOTEL PICCADILLY, New York City .............. 0... cece ccc cceeecsaceees 49 
KIRSCH-BLACHER CO., INC., New York City....................c cece eeeeee: 55 
NEW ENGLAND SHOE & LEATHER FAIR, Boston, Mass. .................. 33 
RR Oe TIO, ON I ig oid oes cbc vince sascucscacodocectdyeccccece: 55 
STEPHENSON LABORATORY, Boston, Mass............. .2..ceecceccccccees. 55 
VINCENT EDWARDS ADVERTISING COURSE, New York City............. 55 
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ITALITY representatives have been presented 

their new lines for Fall and are on their terri- 
tories with the most complete showing of finely 
styled, selling type shoes yet presented under our 
trademark. ’ 


Sbicca-Delmac construction has been introduced 
into all shoes in the featherweight line and several 
new lasts spotted at important style points. 


Prices have been corrected in keeping with the new 
market, adding the appeal of a splendid mark-up HALLINE 
to every part of the line. The same high quality is 
carefully maintained throughout—all leather con- 
struction in shoes that fit comfortably and endure 


satisfactorily. 


31 
2 That’s why Vitality’s Fall lines are today’s news in 


7 the shoe world. Nationally advertised in Ladies’ 


rd Cover Home Journal, Good Housekeeping, Photoplay, 
y Vogue and McCall’s. 


VITALITY SHOE COMPANY e ST. LOUIS 
Branch of International Shoe Company 


WOMEN’S , MEN'S Ze BOYS’ CHILDREN’S 
AAAAA to EEE AAA to G AtoE Complete widths 
Sizes 2to 11 Sizes 5 to 14 Sizes 1 to 6 and sizes 


$2.50 to $5.00 
$6.75 and $7.50 $5,$6and $6.75 ; $4.00 and $4.50 Priced ccatiing oie 


Vitality Growing Girls, Goodyear Welt and Sbicca-Delmac con- 

struction shoes, (Thrift Grade) $5.00. Thrift Grade Shoes for 

Women $6.00. Vitapoise Feature Shoes for children $3.50 to 
‘«. $6.00, priced according to size. 
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CHILDREN GIVE SHOES 
HARD TREATMENT 


Consequently, manufacturers seek out leathers which can stand the 

gaff. Fargo-Hallowell Shoe Co. is one among the many manufac- én 2 ogee 8 
turers of juvenile footwear who consistently use COLONIAL PATENT ee 

as insurance of their reputations for value-giving. The strap models 

illustrated are typical of the saleable styling and consummate shoe- 

making of this well-known children’s house. 


COLONIAL TANNING COMPANY, BOSTON, MASS., U. S. A. 





se 
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pore it TIME OUT for a case of shoes! 


=’ =" wy al 


Production delays caused by wet and dry solvent 
type box toes prevent your shoes from speedy trans- 
fer to retailer's shelves. TIME OUT for last prep- 
aration; for rest periods on the wood to permit 
moist box toes to harden; for repairing patent leather 
fractures; all add to manufacturing cost and subtract 
from your customer’s good will when needed shoes 
are delayed in delivery. 

Beckwith hot and cold type box toes produce dur- 
able trim-appearing finished toes without requiring ' 
time out periods. Write for a demonstration proving 
how Beckwith box toes give quality results and a 
time-saving bonus as well. 


FAVOR TIME 





BECKWITH BOX LOES 


BECKWHEEH MANUPRFACTURING CO., DOVER, N 


QUEBEC canapa Gy MILWAUKEE, WISCONSIN 


SHERBROOKE , 
WRIGHT GUHMAN CO, ST. LOUIS, MO, 


AGENTS: GEO, A. SPRINGMEIER CO,, CINCINNATI, OHIO 
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{ 6667 


6667 BOYS’ VENTILATED White Elk Bal 

Oxford, Plain Toe, Composition Sole, Rub- 

ber Heel, McKay Construction. 1/6. 
$1.321/, 


6646 BOYS’ SEAMED TIP, White Elk Bal 
Oxford, 2 Row Cord Vamp, Composition 
Sole, xf Rubber Heel, McKay Construc- 
tion. 6 


6654 BOYS’ WING TIP, White Elk Bal 
Oxford, Composition Sole. 9/8 Rubber 
Heel, McKay Construction. 1/6.. $1.32%/2 


1350 MEN’S WING TIP, White Elk Bal 
Oxford, Composition Sole, 9/8 Rubber 
Heel, McKay Construction. 6/11... $1.45 


1347 MEN'S SEAMED TIP, White Elk Bal 
Oxford, 2 Row Cord Vamp, Composition 
Sole, 9/8 Rubber Heel, McKay Con- 
struction. 6/12 $1.45 
1224 MEN’S TWO TONE, White Elk Ba 
Oxford, Tan Wing Tip, Eyelet Plug and 
Foxing, Ventilated, Composition Sole, 
9/8 Rubber Heel, McKay Construction. 
6/11 $1.55 
1226 MEN’S STRAIGHT TIP, White Elk 
Bal Oxford, Composition Sole, Rubber 
Heel, McKay Construction. 6/11... $1.45 
1220 MEN’S VENTILATED White Elk Bal 
Oxford, Plain Toe, Composition Sole, 
Rubber Heel, McKay Construction. “ ln 


ENDICOTT JOHNSON ENDICOTT, N. ¥. 
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HERE ARE FIVE of the mosi-wanied shoe styles you'll sell this 
Summer ... five types that men and boys everywhere want every 
season. They're built over roomy lasts that provide plenty of space 
for feet to breathe. They're exceptionally well-styled, and neatly 
and handsomely finished in every detail. They're built throughout 
with the quality construction that has made Endicott Johnson 
famous for super-values in shoes. In appearance, they compare 
favorably with shoes selling at much higher prices. 


1226 
NEW YORK CITY ST. LOUIS, MO. 


All patterns illustrated 


are IN STOCK at our 


three warehouses, ready 
for instant delivery to 
your store. Put your 
order in the mail to- 
night for a run of sizes. 
You NEED these types 
for Summer volume! 
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GERBERICH-PAYNE, 
THE MOST POPULAR LINE OF BOYS’ SHOES IN AMERICA 


GIVES YOU THE ,  antliteeg Seong of 1938 


A COMPLETE LINE OF 


a Official 
BOY SCOUT 








Now 
Ready Our beautiful, new catalog featuring Official Boy 


Scout Shoes is now ready, perfectly timed to reach — 











you to get those extra sales during June, July and 







National 
Advertising August. . . . 
meet Ist TEN specially designed, new shoes for immediate 





shipment, just in time to supply the demands of Boy 
Scouts and all boy campers when the big push starts 
July Ist.... 








An advertising campaign starting with a full page in 
two colors in the June issue of Boys’ Life, and with 
amis subsequent insertions in Scouting, the Scout Leaders 
Now In-stoek magazine, and the Boy Scout Handbook. 300,000 
Boy Scouts will see this ad, right at the time when 
they are equipping themselves for the Summer camp- 
ing period, and will hike double quick to your store 

_ looking for these shoes. So Be Prepared. If you 
have not received this catalog yet, and the full story, 
write or wire Gerberich-Payne now. You've no time 

















Official Scout Dres ; : : 
awa = delay if you want your share of this business. 


928 Brown — Boy's 


$2.65—Big Boys'$3.15 SS 


GERBERICH-PAYNE SHOE COMPANY 


Most Popular Line of Boys’ Shoes In America 
: MOUNT JOY - - - PENNSYLVANIA 
tin lined, with Raw-cord sol ee ee ee 


— $2.65—Big Boys’ Makers of ra and Gat) Shoes for Boys 
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IN PRINCIPLE 


LITTLEWAY 
LOCKSTITCH That is the outstanding 
PROCESS ; 
reason for the consistent 
increase in sales of Little- 
way Lockstitch Shoes — 
regular construction or 


Sbicca-Delmac. 


with (G/C UNISHANK : SBICCA-DELMAC 
=  LOCKSTITCH PROCESS 


LITTLEWAY PROCESS COMPANY 


140 FEDERAL STREET. BOSTON. MASS. 
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“LASTEX” MEANS LEADERSHIP 


Once again the style leaders exhibit their latest creations—at the Fall Showing of 
the Shoe Fashion Guild of America, Hotel Biltmore, New York City, May 2, 3, 4, 


1938. Outstanding among the exhibits were numerous models exemplifying the 

















ever-growing family of shoe materials made with “Lastex” yarn. Stretchable leather 






and stretchable gabardine—the two miracles made possible by “Lastex”—held the 






spotlight. But other and more recent creations in “Lastex” also commanded atten- 






tion. For “‘Lastex”’ never stands still but stretches ever outward to further conquests. 






Style leaders also exhibited many models in that latest triumph of “Lastex”—a 






beautiful new material specially designed for the Fall costume, in Persian lamb and 






tweedy materials, called “Persian Gore.” And there was also “Vel-Suede,” the perfect 






suede goring, made with “Lastex,” now firmly entrenched in favor. “Pleatex,” Iris, 
Kid, Gabardine, Mesh and Tailored Gores all had their place in the big parade of 


“Lastex.” The “‘Lastex” idea of stretchable fabrics and leathers, to mould and hold 








the foot in beauty, comfort and permanency, takes new and more beautiful forms 






with each succeeding season. Novelty is the life of shoe fashions and “Lastex” yarn 






is the very breath of novelty. 













ALFRED VAMOS, 450 Marbridge 
Building, New York City, noted 
shoe designer and inventor of 






















stretchable leather and gabardine, 

is sole distributor to the trade of all approved shoe \ 
materials, whether fabric or leather, made with eo ZW 
“Lastex” yarn. Write to bim for price list and sam- rs soit 
ples. For booklets and general information on the 

uses and advantages of “Lastex” in any type of ap- 









parel or accessories, for men, women or children, \ 





write to the address below. 

















THE MIRACLE YARN 
THAT MAKES THINGS FIT 


REG. U.S. PAT. OFF. 











Bastar, 
(|| +3) by United States Rubber Products, Inc. 
BRU) New York City . 





An elastic yarn manufactured exclusively 
1790 Broadway 
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CHECK YOUR STOCKS. MAIL ORDER NOW. BIG WHITE SEASON !1S JUST AROUND THE CORNER 


VITALITY 


VITALITY SHOE COMPANY 


DIVISION OF INTERNATIONAL SHOE COMPANY 
SAINT LOUIS, MISSOURI 


*REFER TO SPRING AND SUMMER CATALOG FOR COMPLETE SHOWING OF STYLES AND TO NEW 
PRICE LIST OF MAY 2nd FOR REVISED PRICES. 
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STRENGTH 
SECURITY 
ECONOMY 


UNISHANK 


BREASTLOCK 
HEEL 


UNISHANK innersoles and BREASTLOCK wood heels are two 
logical and practical features that progressive manufacturers 
are using on women’s high heel shoes. 

The BREASTLOCK heel with its special anchoring device, to- 
gether with UNISHANK innersoles, gives new security against 
“kicking under” or “kicking back.” Smaller and shorter soles 
can be used and flap laying is eliminated. Unishank gives 
rigid arch support that is vitally essential. 

Modem style versions emphasize the importance of these two 
basic improvements in shoemaking technique. - 


UNITED SHOE MACHINERY CORPORATION 


BOSTON. MASSACHUSETTS 
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Customers in your community may have 
the same thought when it comes to the 
selection of better-grade footwear. Why 
not, then, show them the FOOT-JOY 
catalogue of smart, new styles for all occa- 
sions so they may make their. selections. 
We carry these shoes in stock for you and 
aim to ship all orders promtly, whether 
they are large or small. You will create 
new business in this way. Most styles in 
sizes from 5 to 14; widths AAA to F. 


The shoes shown here, reading from left 
to right, are Style Nos. 1028, 1143, 1130, 
1145 and 1147. 


FIELD and FLINT CO. 
BROCKTON MASSACHUSETTS 


“‘Bootmakers to Gentlemen Since 1857 


Also makers Dr. M. W. Locke and 


} ne’ 
Si te Sho 0€ > that iD iffe re nl Anatomik Shoes for Men. 
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In Stock 


THE DEARBORN, S-766; a wing tip custom style in genuine white buckskin. 


BUILD FOR TOMORROW, AS WELL! 


Whatever you may be doing today, don’t forget that there is also a 
tomorrow. Therefore don’t be content until you have assembled within 





the four walls of your store the country’s top lines. In the field of quality 
footwear, that means Florsheim . . . for Florsheim is the industry’s 
acknowledged leader . . . and, more important, is preferred by the public 
as is evidenced by our sales. There may be an opportunity for you to sell 
Florsheims . . . with this in mind, we suggest you get in touch with us... 


an act that will assist you in securing or maintaining the local leadership 





that is so important to a merchant. 


TO RETAIL AT *Q°° a few styles higher 


rshitine SHOES FOR MEN 


THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAGO 


wi 3 er pe Sn me ener vas 








